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Advertising 
‘Novelties Win. 


We have a striking line of * 
Advertising Thermometer Novelties, 
with and without Calendars—for 
1896-97. Special inducements to ex- 
perienced salesmen with satisfactory 
references to sell the line. Every 
advertiser should see it. 

Send ten cents in stamps for sample. 











‘ 1 
Taylor Brothers Company, | 
. ROCHESTER,N. Y. 
Manufacturers of Thermometers for all purposes. 
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The People 
















worth reaching, who live outside 
large cities, with one order and one 
electro, through the 1,000 local 
weeklies of the 


ATLANTIC 
COAST 
LISTS. 


Think of the millions of people 
who do not live in the cities. 
These 1,000 local papers are read 
every week by more than one-sixth 
of all these millions. 


Catalogue and information for the asking. 





ee. Coast Lists, 
134 Leonard Street, 


NEW YORK. 
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ADVERTISING FOOD PRODUCTS, 
I. 
By Claude C. Hopkins. 

Measured by advertised articles in 
general, there isn’t much profit in food 
products. Peculiar conditions have 
brought out rare exceptions to this rule, 
but ordinarily the maker a food 
product, whether advertised or not, 
must chouse between small sales and 
small margins. If this isn’t true at the 
start it is bound to become for 
rarely has an advertiser been able to 
maintain a large demand against a great 
difference in price in an article of uni- 
versal consumption. The housekeep- 
ers of the country are too economical 
for that, and competition always comes 
to their rescue. 

Ihave brought up specific cases of 
this kind with experienced advertisers 
in other lines, mostly medical, and I 
find that, on first thought, their judg- 
ment is against the p sibility of profit- 
ably advertising a food product on the 
margin usually allowed for it. But 
they were wrong, and most of them, 
on further thought, have agreed so. An 
atticle, which has the possibility of 
large and universal consumption can be 
profitably advertised on a very small 
margin of profit, and to my mind the 
prospects are far better and the risk 
smaller than with an article paying 500 
per cent profit and appealing to but a 
limited number. 

One of the largest and best-known 
millers in the country told me at one 
time that he was spending very large 
sums in advertising to maintain his 
possible production of flour at a profit 
of 10 cents per barrel. I know of a 
number of food products widely adver- 
tised on a profit around 10 per cent 
over manufacturing cost. Those are 
extreme cases, of course, but they will 
indicate the boundless possibilities 
open to most manufacturers in this line, 
possibilities which are only beginning 


ot 


so, 


to be appreciated, and which are 
likely to give a very great impetus to 
food advertising within the next few 
years. 

Quality in an advertised food product 
is rigorously important. There is no 
room for deceit. An article which will 
not hold the trade which advertising 
secures for it better never be adver- 
tised. The only chance for profit is 
in constant sale and in the indorse- 
ments of users. An advertised article 
need not be better than the best of 
other similar articles, but it must be 
equal to them, and reputation will 
give it a prestige which will command 
a reasonably higher price than the oth- 
ers, while securing it most of the trade. 

The recent popularity of pure food 
shows has given a stimulus to the ad- 
vertising ot food, but the results of 
this advertising have been more than 
ordinarily disappointing. The mis- 
takes common to every new line of en- 
deavor have proved more costly and 
discouraging in this line than in most 
others. The reason is that most food 
products are perishable, or at 
they deteriorate quickly. Dealers 
must be stocked before advertising 
can be done to advantage, and when 
dealers are stocked the product must 
be sold for the dealers promptly. The 
usual food show method has been to 
take orders at the booth on whatever 
grocer the customer suggested, then 
use these orders with the grocer to stock 
him. The grocer’s orders were used 
with the jobber to sell him probably 
two or three times the quantity sold 
forhim. With the ending of the food 
show all advertising of the article 
stopped. The grocer’s sale was slow, 
the stocks grew old, and soon the cus- 
tomers who were started at the food 
show got packages that were stale and 
quit the use of the article. 

Retailers and jobbers have been so 
frequently disappointed in this way 
that these methods are unpopular. 


least 
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Many of the best grocers refuse to ac- 
cept orders taken at food shows, and 
jobbers have become wary of stocking 
any new food product. This is good 
for all concerned, for these incompetent 
methods were as unprofitable to the 
manufacturer as toanybody. But food 
shows are still used with success as 
auxiliary advertising. Experience is 
bringing out new methods, and gradu- 
ally the advertisers who consult experi- 
ence will get their advertising on a 
more generally profitable basis. With 
a perishable article, half-hearted, itin- 
erant efforts are disastrous, and this is 
one of the first facts for such an adver- 
tiser to recognize. Efforts on a food 
product must be localized at the start. 
A new advertiser has a long road to 
travel before he can use general medi- 
ums with profit. Supply must go in 
advance of demand always. Any en- 
deavor to compel dealers to seek for 
your article by creating a demand for 
it is nearly waste effort. Substitution 
is easy with food products, because peo- 
ple are not exacting in their first de- 
mands for them. 

The first effort in any town must be 
to stock the trade, and it is wiser to 
stock them lightly. Then advertising 
comes in. Good advertising means 
more than a mere contract witha news- 
paper. The purpose of this advertis- 
ing is to move stocks and to move 
them quickly, and advertising which 
fails in this isn’t good. Some adver- 
tisers of food products have told me 
that sampling is the best method they 
ever used. I don’t like it. People do 
not appreciate gift packages, and sam- 
ples are not usually large enough to con- 
vert. I had rather give two packages 
for the cost of one to start users, so as 
to get them to pay something and give 
them enough to fully demonstrate its 
value. But there are far better ways 
than this. 

Demonstrating food products in 
stores is a slow method and very much 
overdone. It isexpensive, too. This 
is usually the first method thought of, 
because it is easy and common, but 
commonness harms the virtues of any 
class of advertising. A distinctive 
and forceful method for selling the 
first package to families, in a whole- 
sale way, is the method to seek. With 
the first package give a booklet point- 
ing out the virtues you want noticed, 
then do not let the people forget you. 
If your article is a good one you will 
have the trade of a town after this. A 








INK. 





quick process for getting trade is more 
profitable than a slow one. 

Keep the selling and the advertising 
together. In pioneer work it is costly 
to let one get away from the other, 
It is better if one man can have charge 
of both of them, as the two lines are 
inseparable. Do not be afraid of 
using too much effort, for you will not 
fail on that score. Test your methods 
by winning one town before you spread 
to a dozen. 

The general rule for success in the 
advertising of a food product is a rule 
not unknown in most business suc- 
cesses: When you setout to doa thing, 
do 24. 

i ae —_ 
REACHING THE MIDDLE CLASSES, 
By Harry A. Rand, 

The gradual cheapening of our 
newspapers and magazines has made 
our nation the greatest nation of read- 
ers on the face of the globe. Nowhere 
else in the world does the great mass 
of people read so much and so dis- 
criminatingly. When magazines cost 
a quarter apiece their circulation was 
circumscribed within certain well de- 
fined Jimits; when they were reduced 
to ten cents the result was quickly felt, 
and circulations rose swiftly as the 
mercury on a hot day. The influence 
of the magazine reduction resulted in 
giving us penny papers and increasing 
the circulation of these to great pro- 
portions. The increase in each case 
came from the middle classes, to 
whom even an insignificant reduction 
in price is a matter of importance. 

While the middle classes are omniv- 
orous readers, their taste is well de- 
fined, and an advertiser with a small 
amount of literary instinct can easily 
discern, when looking over a publica- 
tion, whether it appeals to them or 
not. They eschew everything literary 
that is *‘ heavy ’—that is to say, every- 
thing requiring mental concentration 
—and prefer the very lightest intel-| 
lectual nourishment, and the more 
flippant it is the better. Daily news- 
papers like the New York World, with 
its wealth of morbid sensationalism, 
appeal to them; magazines like Mun- 
sei’s, with no literary character, secure 


’ 


a large circulation among them. It 
seems that the circulation of a publica- 
tion among the middle classes is usually 
in inverse ratio to its degree of literary 
merit. Literary merit or skill they 
care little for, but they have an i- 
satiate hunger and craving for pictures. 
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Wise is the advertiser who makes this dream or wandering 


raving his ally in wooing the middle 
craving j g 


classes ! 


The publications that appeal to our 


middle classes always secure large 
circulations; and an advertiser can 
consequently argue that when a pub- 
lication has a large circulation it 
reaches the great middle class. It is not 
cheapness alone that causes this class 
to purchase ; the Zvening Post might 
be but a cent a copy yet 
no larger circulation. It is too solid, 
too good from a literary standpoint, 
ever to secure a large clientele among 


secure 


the ‘‘ people.” 
Reaching the middle classes, then, 
is best effected through the medium of 
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thought, settled 
eventually in his mind as a good busi- 
ness risk at least worth the experi- 
ment, and he sent in his order to the 
clipping man with no definite knowl- 
edge as to prospective results. 

In a little while the manufacturer 
found that newspaper clippings brought 
in business—brought it in quickly and 
inexpensively, and to day the 
man who makes a thing to 

| 


business 
sell de- 
pends upon his newspaper clippings re- 
ceived daily from the clipping bureau, 
as a medium whereby to pro- 
So it will be seen the 


secure 
spective buyers. 
newspaper clipping has become a big 
factor in the advertising world. 

The situation is ma 





plain in a few 








publications of large circulations and words. The manufacturer of wooden 
low subscription price. That adver- limbs, of chairs for invalids, or of 
vertisers have begun to recognize this crutches, finds in the daily newspaper 
is evidenced by the large amount of record of accidents, a 


chance—and a 


advertising these publications already good chance, too—of selling goods 
carry. The manufacturer of perambulators 
a i and baby foods gets his notices by the 
BUSINESS FR¢ )M PRESS CLIP- thousands, sends out his circulars, and 
PINGS. sells his goods everywhere, The patent 


By Frank A. Burrelle. 

The newspaper clipping industry, ed 
like modern advertising, is a young in- press clippings of the men and women 
stitution. A dozen of years will cover JI] of consumption ; he sends his cir 
the advance and development of the cular to the invalids, who in turn send 
art of advertising and of the business to the nearest drug store for the par- 


medicine man, with his cod liver oil, 
is notified promptly by means of the 


of newspaper clippings. They have ticular brand of cod live I oil. The new 
grown up together, as it were, andeach ‘¢ hool house to be built in some town 
in its particular field has evolutionized 1 the interior is of course first men- 
the old time methods of business men, tioned in the local paper. Within a 


At first newspaper clippings found a Wet ka hundre d—possibly a thousand 
market among individuals only. Then manufacturers and supply men have 
the trade and class journals observed read the clipping, which has been duly 
in the modern clipping bureau an ex- forwarded by the alert clipping bureau. 
cellent opportunity to obtain informa- As a result lively work ensues and 
tion and reports of various trade move- Jones, of New York, gets _& $10,000 
ments. Thus was reached the second contract for iron work ; Smith, of Bos- 
stage of the clipping industry. The ton, furnishes the : 
manufacturer who gleaned from the desks for the s h of room, al say 
column of his trade paper the news in $4,000; and Robinson, of Chicago, 
his particular line, in the natural order Obtains the contract for the slate roof- 
of things became a man of ideas, and ing at $2,000 All this because Jones, 


patent chairs and 


more than likely he began his modern- Smith and Robinson were patrons of a 
ized career as a business man by read- wspaper clipping bure au. Mean- 
ing PRINTERS’ INK. Thus he while Black, Brown and White, the 
learned the A B C of advertising, saw competitors of Jon Ss, Smith and Rob- 
the science and perhaps the art of it, inson discover their business decreas 
and probably engaged the new creation ing, and wake up to find the other fel- 
—the ad-smith—to write his catalogue lows getting all the good contracts, 
or his booklet. That is how the newspaper clipping 

As the newspaper clipping bureau bureau has revolutionized some things 
and advertising have much in com- Just as scientific and artistic advertis 
mon, it followed that the manufacturer Ing has_ revolutionized other 
tuned his eyes to the bureau as a pos- things. 
sible means of securing new business. 
The idea came to him first as a sort of 


soon 


some 


ode ‘ 
Supscripe tor Printers’ INK and fill 
Vour brain with advertising skill. 
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COLLECTING OF POSTERS. 





By Will M. ens. 
(Editor of Zhe Poster.) 
The new faddist, the poster col- 
lector, isa walking advertisement. He 


ought to be paid a salary for collecting 
posters instead of paying out his own 
salary for posters for his collection. 
his reation—the poster col- 
lector than an enthusiast—he 
isaregularjingo. He not only gathers 
posters from the highways and byways, 
eating, sleeping or 
and his 


new ¢ 


is more 


but he talks poste r, 
waking ; posters are his hob by, 


life is one great three sheet of many 
colors. The book collector, the print 
collector, the autograph collector, the 


stamp collector, the coin collector 
spend their money for rare specimens, 
but the poster collector does more than 
that—he buys his and talks 
about them, tells his friends, places 
the posters on exhibition, and if the 
poster happens to represent a corn salve 


r brand of perfume, what 


pt yters 


or a particular 
more do you want inthe way of adver- 
tising? The colleges and universities 





are buying poster collections for their 
Imagine a 
Cigarettes hung up 
Harvard 


art department. 
poster for Darling 
on permanent exhibition in 

ollege. What more 
ette trust want than that ? 

But as to the poster collector an 
individual. THe be either a news 
boy or a millionaire. The cult of the 
poster has taken the country quickly 


gorgeous 


does the cigar- 


as 


may 


like a cyclone, and muc’) in the same 
manner too, for it has embraced all 
sorts and conditions of men, without 


egard to color, creed or previous con- 
dition of servitude. The most a 
astic poster collector in New York City 
is a clergyman, in Chicago he happens 
to be a lady, in Cleveland a 
coal dealer, in Philadelphia a manu 
facturer, and soon. The college boys 
are enthusiastic collectors, and so are 
numerous literary men and musicians. 
One of the oldest in New 
York is Brander novelist, 
essayist and college 

The poster collector starts modestly. 
His interest being awakened he asks 
his newsman for a few posters. These 
home and pins upon the 
walls of his sleeping-room. He adds 
to his small collection a few more 
specimens each week, then takes them 
down the wall, and keeps them 
in a box. When he has accumulated 
fifty posters, he goes out poster hunt- 
shops, publishing 


society 


collectors 
Matthews, 


pr fesse or. 


he carries 





from 


visits book 


ing, 
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INK, 
houses, and small tradesmen, begs a 
poster here or there, buys a few at fiy; 
ten Then his enthu. 
siasm is aroused. He visits a poster 
exhibition, meets other colle tors, they 
exchange specimens from their stock 
of duplicates. When he has 200 dif. 
ferent specimens the collector becomes 
an enthusiast. He studies the secre 
of color and harmony, gossips about 
this artist or that, learns how posters 
are made, and probably becomes an 
authority on the subject. His smaller 
posters he now mounts in large - 
books the size of invoice books, the 
larger ones he sends to his book-binder 
to have them mounted on linen, or 
canvas. By this time his collection 
numbers four hundred specimens and 
has cost him in money perhaps ten 
dollars. 

It is at this stage of the fever the 
enthusiast a devotee. He 
does not hesitate to pay one dollar for 
a New York /ournal poster by Louis 
J. Rhead, or two dollars for a Chap. 


or cents each 








become Ss 


book poster by Bradley. Money t 
him is mere green paper, posters ar 
worth their weight in gold. He is 





his collection 
500 spec imens, and 


now a leading collector, 
contains 1,000 to I, 
he bay but few He keeps 
his weather open for new posters 
as they appear, and harbors and treas- 
ures them and fondles them, and is a 
true, genuine collector of the first 
class. 

There are now several hundred such 
in this country, several thousand dev- 
otees, twice many enthusiasts, and 
an army of young collectors and begin- 
ners, and what is more interesting t 
the readers PRINTERS’ INK is the 
fact that every one of these poster col- 
is a walking advertisement, a 

mingling, bustling, 
hustling promotor of trade and pro- 
mulgator of business. 


needs 
eye 


as 


of 


lectors 


moving, noisy, 


ART OF BUY ING CORRECTLY 

Chiefest of all the necessary requisites 
the successful merchant is the ability to buy 
his goods correctly. Goods well bought are 
not only half sold, but they are even more 
than that. It not require very much 
advertising or salesmanship to sell merchan- 
dise for which the people are searching, and, 
if you have been fortunate enough, or have 
exercised good judgment enough ‘to secure 
the correct styles and colorings and patterns 
at the right prices, you may feel not at all 
uneasy but that your goods will find ready 
Dry Goods — 


does 


sale. 


Fuit many a fortune has been made 
By using printers’ in 

Full many a man of it afraid 
{as seen his business sink. 
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IN ADVERTISING $ 
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08 


the selection of the medium 
is the most important pro- 
ceeding. 


BUT 


bear in mind, always, that 
careful wording and attract- 
ive display are aids of 
calculable value. 
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Successful Merchants 


All Use 


The SUN, 


NEW YORK. 
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SUNDAY PAPERS. 

The 691 Sunday newspapers printed 

America have a combined issue of 
4,404,599, according to the American 
Newspaper Directory for 1896. Of 
this number 70 are printed in New 
York and are ; 
1,226,397. Illinois is second in num- 
ber of papers, but Pennsylvania, Mas- 
sachusetts and Missouri, in amount of 
circulation, appear to be away ahea 
of it. Louisiana, with 14 papers, has 
as much Sunday circulation as Ken- 
tucky with 22. New Hampshire is the 
only State in which no Sunday paper is 
published. 

The number of Sunday newspapers 
in each State, and the aggregate circu- 
lation accorded to them, is given be- 
low 


iven a circulation of 





















































IL - <c wcmeap aie 13 17,8 
I cievinnamkebarsdaisemenices 5 1.980 
0 ‘ 13 13,86 
Eee 40 
Colorad . 1¢ 
C ynnect 7 
Delaware 2 4,020 
District of ¢ 6 44,015 
Florida.. 7 6,490 
Georg I 3.495 
Idaho 2 piel 1,645 
Illinois.. er ne 47 298,995 
Indian Territory........ I 22 
Indiana....... ‘ pn 30 52.195 
PEs cs0 ceccesvosses semen (Oe 46,530 
Kansas seietous sew 5 22,66 
Kentucky 2 
RON 6c Gaccmnenotscorwslnde 14 
ere ee - 2 
Maryland....... oeEeerres 6 5 
Massachusetts. ....ccceccccces 18 429,386 
MIE occa ore osha xg Seenen > 114,305 
Minnes« . 9 70,510 
Mississippi ° oaweeee 5 34740 
Missourt. gWeUesimal esgic eas, 3435735 
ee meaene. 16,885 
Nebraska.......:. 8 30,140 
Nevada 5 1,980 
New Jersey alas aeenbanes 7 46,200 
New Mexico........ a 60 
eLearn 7 1,226,397 
North Carolina......... ti 3,300 
North Dakota........ saan> § 08 
ORse...... seins Genes 40 70,375 
ER x6 ck ovsvsiseuccseees 3 1,540 
Oregon ...-. CORO oes vOCCoe Ir },9040 
eg aaa cececece eee eves 40 619,156 
EE IN cc pixods éasckewcue 3 2 
South Carolina......... _ 5 8,415 
Sout th Dakota ee eo 7 5,115 
I 42,88 
3'B8oo 
> . 2 66 
WINMIMIR.. 5 o00:6 eam 12 
Washin ) 
West Virg 3 
Wisconsin I 40,6 
Wyoming...... 4 I 440 
a ere ¢ 55335 


691 4,404,599 


In arriving at the above circulation 
statistics, 126 papers were believed to 
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print an average of 220 copies each is. 
sue; 134 to print 440 Copies ; 133 
print 880 copies; 99 to print 2,4 
copies ; 62 to print 4,400 « ples ; 
to print 5,250 copies ; 29 to print 13,- 
750 copies ; 9 to print 19,250 copies ; 
25 to print 22,000 Co] ies ; 20 to print 
44,000 copies, and 8 to fwd &2, 50 
coples. 

The only papers in what is termed 
the ‘‘first class,” composed of thos 
only which furnished a statement fora 
full year showing over 75 000 copies 
each issue are the following 


San Francisco Examiner 75,93 
Boston Globe. ++ 219,386 
St. L ts < st- Dis} patch..... 80,355 
Elmira, N. Telew zram. 102,242 
Philadelphia Trem eae 221,019 
Philadelphia Record.. 122,972 

— +e 


ERRARA. 

The Mazarin Bible, published more than 
four hundred years ago, was full of errors 
In an edition published two hundred years 
later the word ** not’’ was omitted from tl 
enth commandment, from which errort he 
k received the name of the “ Adulter 

le In the printed directions for c 
ducting Catholic services appeared the 
** Here the prie st will take off his culotte 
The word calotte means an ecclesiastical cap 
or mitre, Culotte means, in yad Saxon, a 
man’s underclothes. Ab plund er soe ally scan- 
dalous was made in a review of a historica 
work as follows: “*It was we understood 
what were the plans of the pposition after 















the queen’s chemise.” For **« concen ” read 
**demise.”’ 

The Rev. Dr. Todd was given some relics 
to present toa museum, In presenting then 
he alluded to “ the lives of the saints.” The 
remé irks when published alluded to the 


‘lies of the nolo? ’ which so enraged the 
giver that he wrote to Dr. Todd and de 
manded their return, 

At a large public demonstration in Eng 
land a popular and prominent man arose t 
speak and was greeted with enthusiasti 
cheering and shouts. In speaking of it the 
newspaper said: 

“The vast concourse rent the air with 
their snouts.’ 

Some years ago the Philadelphia % 
lished this erratum: “‘In our last 
biography of Newton was said to cont 
this: ‘Yes, the imm »ral Newton lived j 
like other men.’ It should have read ‘th 
immortal Newton.’ ”’ 

A New York editor who wrote an obi 
on the death of a man of some celebmity 
said: “ He began life as a legal practitioner, 
but was diverted from it by a love of letters 
He did not see the proof, and was confronted 
the next morni by this: ‘* He began life 
as a legal politician, but he was diverte 
from it by a love of bitters.” —Philadelphia 
Times. 

= ss = 
THE THOUGHTLESS EDITOR. 

Proprietor (to editor)—Well, the first num- 
ber z our new paper looks well, but there 
one thing I do not like. ““W _ hy 
this communication, signed ‘An “old Sub- 
scriber.’ "—Exchange. 
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A wuisky ad need not be as old as the 
whisky. 
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“In All 
America 
No Single 


Instance.”’ 
—Geo. P. Rowell, 








? THE OREGONIAN BUILDING. 


: FINEST NEWSPAPER BUILDING WEST OF 
= CHICAGO. 
PU 


Portland, Oregon, 


is a wonderful city. With a population of 
100,000, it controls the trade of a vast tribu- 
tary district which contains 1,000,000 people. 


T*e Portland Oregonian 


is Portland’s only Morning Paper. — It is the 
only paper of GENERAL CIRCULATION in all of 
Portland’s tributary territory. 


Daily, Sunday and Weekly Editions. 
SP Peal 
E. G. JONES, in charge of Advertising. 
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47, Advertising, ay 


Brooklyn 
66 |.” 


( 
3 ( 
( 
2 ¢ 
2 ¢ 
¢ 
: 
3 Beats.2’em-2All..2 ! 
Itis the only L road that runs through cars ; 
3 with advertising in them to Coney Island ( 
2 and Manhattan Beach. It also covers over 
2 three-quarters of Brooklyn, and has the best 
y appearing advertising on any L road any- ( 
( 
C 


. where. 
‘ Send for folder. 


Te 
GEO. KISSAM & CO,, 


253 Broadway, New York, 
35 Sands Street, Brooklyn. 
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PRINTERS’ INK. II 


IN 
] b bi bi CASH PRIZES 
FOR 
. AD-SMITHS. 


To End July 4th 


rs of the American Newspaper Directory invite the « )-operation of :d- 


have been devoted to the preparation 





preparation of an advertisement that shall express and make known to the 
ind pains that for twenty-eight ye | 
f that work: t intelligence and integrity with 


en accorde nd the reliance and confidence 








hich news} iper circulation ratings have 





which these circulation ratings ar 
arded by advert 


jid-smiths or editors desiring to examine the Directory in advance of the co position of an 


uivertisement, will find a copy in almost any newspaper office or in the counting-room of any general 
ivertiser. By consulting the book ideas and suggestions of value in makinga good advertisement 
wresure to present themselves. The very best way to get correct ideas will be developed by conversa 
nwith an advertiser who uses the Directory, and relies upon its information when placing ad 


tising contracts 


THE PRIZE OFFER IS AS FOLLOWS 


, anywhe 





is at liberty to prepare such an advertisement of the Amer 





Directory as he believes calculated to influence the sale of copies of that 
tiscment so prepared may once 1n aay newspape f. occupying 
chedule rates, as much as five dollars. The ad-smith shall then s« nd, by 
y of #1 


I the advertisement cut from the paper, in a sealed envelope, 
the American Newspaper Directory. He shall also send to the same ad 
py of the paper, with the advertisement inarked. Upon receipt of these 
Directory will cause a copy of the Directory ( 

ige paid at this end), to the ac 





issue for 1896) to be sent 











l-smith, at his address, as given in his 

1 week tl idvertisements received will be compared, and the best adver 

1 within the week will be inserted in Printers’ Ink, together with the 

th’s name : name of the paper in which the advertisement appeared, and a free 





py of the Direc ill then be sent (carriage paid from this end) to the publisher « f the 
in which the advertisement appeared which was though tto bet hom 
The first advertisement in this competition appeared in PR enee? Ink of January 22d 
The last advertisement will appear in Printers’ INK of July 15th. No advertisement 
lt idered which reaches the editor of the American Newspaper Directory later 
result of the competition will be ann unced in the issue of July 22d 
icticable, after July 4th, a letter will be written to the constructors of the 
(12) advertisements the at t hi ave been pronounced the best and each will be invited to 
graph from which may be made a half-tone portrait to be exh 
PRINTERS’ INK; and a little later, but as soon as poss =, a second letter 
will be written to the constructors of the six (6) advertisements deemed best of the twelve 
, said letter to set forth the terms of the competition and be signed by the ese ge rs of 
Directory; and three of these letters shall each contain acheck for $100, payable to the 
erof the ad-smith, and one letter shall contain a check for $500 vable to ae ad 
smith who is thought to have constructed the one advertisement better oe ated than any 
ther to perform the se rvice for which its cé mstruc tion was invited. The dates upon whicl 
best five ad ivertisements were received (that remain after the best of all has been 
selected out of the six chosen ones) shall then be noted, and from among them that one of 
hefive which came in last shall be excluded, and to the one of the four remaining which 
vas received at the earliest date a check for $200 shall be awarded. 
It will be observed that what is wanted is the advertisement most a ly to sell a book. 
the constructor of the advertisement happe ns to be the editor or publisher of a paper, 
i believes that he can make a more effective announcement by saying what he hos to say 
nreading matter, either editorial or other, it will be his privilege to carry out the idea. 
y th or publisher may, if he likes, make up many different ads and insert 
in one paper, but only one copy of the Directory will be sent for all unless some 























ibiteu 




















ad-s 








rove to be the best appearing for a week. In awarding the cash prizes, however, each 
he many V lave consideration on its own merits, even if all the prize money 
Igo t l-smith or one paper. In deciding upon a prize advertisement, the 





: paper in which it appears is not considered. 





communications to 


Editor of AMERICAN NEWSPAPER DIRECTORY, 10 Spruce St., N. Y. 
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THE PRIZE ADVERTISEMENT. 
The advertisement appearing on the precedin 


by Chas. 
of that place of May om, was adjudged best of all received ji 


g page, written 


Jones, of Chicago, Ill., and appearing in the = n 
the 21st week of the $1,000 competition of the American News. 


paper Directory, in which five advertisements were received. 


The reproduction on that page is simply made for the purpose 
of showing the general style of Mr. Jones’ advertisement, which 





in the original occupied 614 x 10% inches. On this page is 


given the subject matter of the advertisement : 


OME LEAVES FROM THE DIARY OF CHAS, F, JONES, ADVERTISE- 
MENT WRITER, EXPERIENCES IN THE USE OF THE 
AMERICAN NEWSPAPER DIRECTORY, 
LouISsvVILLE, CHICAGO, CHICAGO, 


! Dec. 9, 1894. June 3, 1895 Nov 16, 1895. 
After a residence My recent retail I have just se- 


CHIcAGo, 
May 18, 1896. 
I have a new field 


work in cured another large nom 





{many years in this 
Kentucky metropo- 
s, lam soon going 
leave, to seek a 
arger field of work 
» Chicago. As I 
have in the past 
found the American 
Newspaper Direct- 
ry such a help in 
studying the - ws- 
paper situ: ation here, 
and in placing the 
advertising of the 
Stewart Dry Goods 
Co. and of Lev y 
Bros. (the first the 
argest dry goods 
store, and the other 
the largest clothing 
store in the South), 
I think without a 
ubt I can use it to 
alvantage in study- 
g the Chicago pub- 
ications before I g 
there. I must send 
my check for $5 to 
¢ publishers, Geo. 
Rowell & Co., 10 
Spruce St., New 
York, so that I may 
receive a copy of the 
895 Issue as soon as 
t is published, for 
t will show any 
hanges that have 
n place since the 
nting of the 1894 
ume, which | 
ave. It is a strange 
thing tome how any 
chant can afford 
place his adver 
nas with any pub 
on before hav 
t1 oked up its 
and standing 
American 
Newspaper Direct- 
ry. 















ve 


















n the 


advertising 
Chicago has proven 
a phenomenal suc- 
cess. The depart 
ment store of A. M, 
Rothschild & Co. 
was opened some 
days ago with the 
largest and 
enthusiastic 
that ever attended 
any mercantile 
event in the history 
of America. I 
seemed to have been 
fortunate enough to 
place the opening 
advertisement in 
just those papers 
which would bring 
the biggest returns. 
Thanks to what I 
have learned about 
the Chicago news- 
papers through the 
American Newspa- 


most 
crowd 


per Directory, I be- 
lieve that I, a 
Stranger, am more 
thoroug thly posted 


on the situation than 
many of the other 
advertising men who 
have lived here for 
years I am sure 
that by being x posted 
I have secured iower 
rates than | could 
possibly have done 
otherwise. 
great a to have 
a_ directo upon 
which you can rely 
for information as 
to the circulation 
and a dozen other 
points about every 
legitimate publica- 
tion in the United 
States, 


customer in the pro- 
gressive firm of W il- 
lou ghby, Hill & Co. 
Mr. Geo A. Mon- 
cur, who is the man- 
ager and one of the 
stockholders, is an 
ideal good business 
man. He and Mr. 
Chas. A. Stevens, of 
Chas. A. Stevens & 
Broz. (the silk 
house), another one 
of my dozen or more 
large city custom- 
ers, would make a 
rood team to typify 
the Chicago spirtt of 
push and up-to-date- 
ness. I had no 
trouble in convinc- 
ing Mr. Moncur that 
I knew enough 
about Chicago Ae 
the Western news- 
papers to save the 
price of my year’s 
fees in the first 
month’s advertis- 
ing. What an easy 
thing it is for the 
man who is posted 
to win his way 

gainst seemingly 
unsurmountable cir- 
cumstances. I am 
told there never was 
a man in Chicago 


before who made a 
success of the adver- 
tising business in 


the lines that I have. 
What an enormous 
profit I have reaped 
on the money and 
the time invested in 
carefully studying 
the field here with 
the help of the 
American Newspa- 
per Directory. 


investigate, and 
after my past suc- 
cessful experience 
with studying news- 
papers through the 
American Newspa- 
per Directory, pub- 
lished by George P. 
Rowell & Co., of to 
Spruce St., New 
York, it is only nat- 
ural that I should 
look to it again. That 
is why I sent $5 to- 
day for a copy of the 
1896 issue, which is 
svon to be ready for 
delivery. I am anx- 
ious to get the very 
latest information 
about the 
character, owner 
ship, age and circu- 
lation of the various 
newspapers with 
which I may have 
dealings in the near 
future. The well- 
posted man seems t 
be the one who suc 
ceeds in every bus 
ness. In July I sh: ‘1 
move to New York 
City, and my first 
business will be to 
care for the adver- 
tising of Siegel, 
Cooper & Co.’s new 
store, which will be 
the largest retail es- 
tablishment in the 
world. These great 
merchants have cap- 
tured Chicago, and 
are now going to be- 
come the leaders in 
New York’s trium- 
phan, march of 
progress, 


general 
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} 
¢ 
“THE ITEM.”  § 


From Far-Off wl Ga., An 
Advertiser Writes to Philadelphia, 


WANTS TO BUY A WHEEL, ; 
$ 





And Sends a Letter to the Oxford Cycle 
Company, Philadelphia. ; 


—“©x©~- 


rhe fact that THE PHILADELPHIA ITEM goes everywhere, and is 
read by every one, is very clearly demonstrated in the letter 
which is herewith appended, coming from a far-off point like ¢ 
Atlanta, Ga., where the great Southern Exposition was recently 
held. The fact that i HE PHILADELPHIA ITEM reaches such ex 
treme points, ought to be specially interesting to the advertiser. ¢ 
It is claimed by New Yorkers that Philadelphia papers are sel- 
dom seen outside of Philadelphia or its immediate vicinity. It ¢ 
will afford satisfaction to Philadelphians to know that ‘TH! 
RAPER OF THE PEOPLE, the ever popular PHILADELPHIA ITEM, ¢ 
has a reading constituency that is not confined in its limits, but 
spreads all over the United States! ¢ 


MR. RICHARD SULLIVAN’S LETTER.§ 
Atlanta, Ga , May 2?, 1896. > 


OXFORD CYCLE CO., Corner Mervine and rd Sts., Vhi me Rs ag a 
Gentlemen:—I saw an “ad in THE Puuit apenas 11 = ye sterday, stating that you 
had a few wheels on hand. W<« rule | you be so Kind as to send me a note stating the 
name, mode id pric e of some of them, as . am anxious to get one. Will you k 
please write at once i desire one umatic tir 
RICHARD SULLIV VAN, J.M. High Co., Atlanta, Ga ¢ 

The house mech J dee Hix on Co., referred to in this letter, is quite prominent as L 

dealers in dry g arpets, millinery, shoes, crockery, et A 
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You Have Tried 





The Other Papers 
in Kansas City, 


Now Try—~ 


The World 


It Brings Results. 


i 
The World 


Kansas City 


L. V. ASHBAUGH, Manager. 
cow 


A. Frank Richardson, 


NEW YORK: LONDON. CHICAGO, 
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American 
Newspaper Directory 
for 1896 


Now Ready. 


Users of this Directory should bear in mind that the circulation rating 
accorded do not purport to be the editions at present printed by the papers, but 
the average issue put forth in the year 1895 

While the revision of the Directory was in progress, every publisher was 
communicated with and invited to furnish a true statement of his actual issues 
during 1895. 

It he furnished the requisite statement, duly signed and dated, it was 
accepted and his paper was rated in accordance 

If he furnished a statement that was not sufficiently definite to answer 
the purpose, it was returned to him, together with a sample statement showing 
wherein his own had failed to be sufficient. 

To the publisher who did not reply at all, a second communication was 
addressed, in which he was told what circulation rating would be accorded his 
paper if no more recent information came to hand, 

It was the practice to decline to increase a circulation rating above the 
figures accorded in the Directory for the preceding year unless the information 
upon which the increased rating was to be based was definite and signed by 
some one competent to convey the information, 

To any publisher who sent in a true statement in detail of his issues for 
1895, duly signed and dated, and who is not rated in the 1896 Directory in 
exact accordance therewith, a reward of $100 will be paid on presentation of 
the proof. 

To be correctly rated in the Directory did not cost any newspaper 
publisher anything. If he knew how many copies he printed and would tell, 
his report was accepted and its accuracy guaranteed. 

An advertiser is more interested in knowing what the edition of a news- 
paper will be to-morrow, next month or for a year to come; and this he may 
learn from the newspaper’s own statement, which will be believed if reasonably 
consistent with the Directory ratings for the year that has passed. Informa- 
tion concerning present and future circulation the publisher of every news 
paper is permitted to convey, in the advertising pages of the Directory or in a 
statement directly following the description of the paper in the catalogue, 
being always preceded by the word Advertisement. 

The Directory is a handsomely bound book of 1,500 pages, and will be 
sent to any address on receipt of price. 


Price $5.00 


Orders should be addressed to 


GEO. P. ROWELL & CO., Publishers, 10 Spruce Street, New York. 
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$ 300 


Pays for a 
Quarter Page : 
tage konami 
In @QPaeee 
Printers Ink 
to @@EVE@Qs 
appear once . 
a month for R 
an entire year 


$1200. 
Pays for a full 


Page 
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PRINTERS’ INK, 


Do You 


Want 
Any ? 


The local canvasser for the newspaper everywhere 
knows of one or two people—perhaps of a dozen or 
fitty—who would be interested and benefited by 
reading Printers’ Ink and attending to its instruc- 
tions. The subscription price of Priniers’ Ink is 
$5 a year, but the advertising canvasser who obtains 
subscriptions may collect the money, if he can, and 
put it in his pocket, and pay for the subscriptions by 
inserting an advertisement in the paper he represents, 
all to be agreed upon in advance. This is a legiti- 
mate warm weather proposal, worthy of the con 
sideration of every ‘active canvasser in the newspaper 
field. While the proposal remains open it will be 
wide open. 


Write, stating fully just what ts wanted. 








Address 


Printers’ [nk ——_ 









10 Spruce St., New York. 
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It is SOLID SILVER—Sterling. 





Our TEAPOT is a 
COFFEE POT now! 


tts Se EE ase oo eee 


In every issue of PRINTERS’ Ink 
there appear a good many pretty poor 
ads and a few good ones. ‘The good 
ones bring profit to the advertiser, but 
the poor ones, costing just as much, 
produce less result, and induce a loss 
of faith in the value of advertising, 

This is all wrong ! 

We want more GOOD advertise. 
ments, and believe that the way to 
make a good advertisement is to try— 
try hard. 

To encourage good advertisements, 
we will, early in July, send this Solid 
Silver Coffee Pot to the advertiser who 
has the best advertisement in PRINT- 
ERS’ INK during the month of June. 

Karly in August another will be sent 
to the advertiser who has the best ad- 
vertisement during July. 

We invite our readers to scan the ad- 
vertisements, select the best and fill 
outa voting coupon, and send it in. 

~ As a reward to the voters we will 
give a year’s subscription to PRINTERS’ INK to each one who happens to vote 
for the advertisement that is finally decided to be the best that appears in June, 


VOTING COUPON. 


In the opinion of the undersigned, the best, that is the most effective, advertisement in 








appearing on page 


Name of voter 


Address of voter 





Date. r. — cea eeeaaniaiein 


Voting Coupons, properly filled, should be addressed simply 
PRINTERS’ INK, 10 Spruce St., New York. 
© mutilate his copy of PRINTERS’ INK by cutting out the 


The subscriber who is unwilling t . 
~ y Either will answer the purpose. 


coupon may express his preference by letter or postal card. 
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OFFICIAL STATEMENT. 





The Boston 
Traveler @ 


Exhibits official statements showing that its circulation for the 
four months ending March 1, 18y6, is more than two and one- P 


half times greater than for the corresponding period one year ago. 


oe eee es 8 82 8 2 8 8 8. fF | 


The country circulation has kept pace with the city sales, and 
in consequence general as well as local advertisers are using its 


columns freely. Eight to sixteen pages, one cent a copy. 


ADVERTISING GROWTH. 
The TRAVELER closes its seventy-third year with a record- 
breaker, Note the advertising showing in the 
leading Boston papers : 
Saturday’s Traveler, = 73'% columns 
Sunday Post, = 41 ‘6 
Saturday’s Herald, 36 “6 
| Saturday’s Globe, = 3414 “ 
Sunday Journal, - - 2434 a 


NEW ENGLAND'S BEST EVENING NEWSPAPER. 


meee 
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PUSH ING 
PU LLING _ 


Select papers that have a reputation for 
PULLING — advertise in them — keep 
pushing the names secured in answer 
to your ad. That’s the secret, You 
can’t push unless your ads pull. 


Boyce’s 
Big Pull 
Weeklies -"" 





506 


Send an ad for ......... 
BLADE 
7 COPIES 
LEDGER, s 
Lepaee, 500,000 werk 


The rate is only $1.60 per agate 
line per issue, and you may W. D. Boyce Co. 


cancel your ad at . 
pro rata rate if it don’t pay. 115 Fifth Ave., Chicago 
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ADVERTISING GOSSIP FROM CAPE 
TOWN 
By Lewis Garrison. 

Cape Town is the of South 
Africa. It is a good advertising city I'he 
yp-country cities take after Cape Town in 
this respect. as : ‘ 

The art of advertising Is not given much 
study in Africa. There are no advertise- 
ment writers here. The larger stores have 
their advertisements written and placed by 
the manager or overseer of the store (“* shop,” 
ys stores are called here). I do not think 
these men have the time, with their other 
work, to devote much attention to advertise- 
ment writing 

The South African advertisers have to put 
up with a deal of independence on ~ hy art 
of the newspapers. They go around to the 
office of the publisher at the end of ie year 
to renew the contract and are always fearful 
that rates may be raised. The leading ad- 
yertisers pay out as much as $500 per month 
to but one newspaper. This is in Cape Town, 
where equal space is taken in the three daily 
newspapers, besides taking space at very 
high rates in weekly and monthly papers. 
Scheme advertising is worked to a great ex- 
tent here. With railway time books, hotel 
cards, etc., etc., the merchant's advertising 
account reaches anamount that would aston- 
ish a New York advertiser. And this ina 
city of 50,000 population, with a suburban 
population . same. : 

The Cafe 7imes has been coming out daily 
fortwenty-one years. It also has a weekly 
edition of some twenty-eight to thirty-two 
pages, with cover. Mr. St. Leger, the pro- 
prietor, said to me that in all that time no 
advertisements were ever solicited, and he 
hoped they would never have to come down 
toit. When the daily 7edegrafh was started 
a year ago, some advertisers left for the com- 
petitive morning paper, but came back to the 
Times and are now using both. During this 
time Mr. St. Leger never worried, but took 
the straying advertisers back only at an in- 
creased rate. The newspapers say they have 
tobe independent. They do not allow blocks 
(cuts)except on certain pages. No advertiser 
is allowed to occupy more than a double col- 
umn on the first or inside pages. Three col- 
umns or more in a single ad can only be 
placed on the last page. The rate for single 
column ads per inch is what equals $1 in 
American money. Changes at this rate are 
allowed once in either three or six insertions. 

Auch higher price is charged monthly 
advertisers or those who only spend about 
$500 per year with one newspaper. Want 
ads are taken at twenty-five cents for eight 
words each insertion. The 7zmes is the 
leader in carrying **Want” ads in Cape Town. 
It has three and four columns each day. 

The average number of columns of ads in 
the Cape Town papers are thirty-six columns 
each per day. Eight pages are run, but 
Sometimes ten pages are giv en when neces- 
sity requires it. The size of the columns are 
two and one-half inches in width and twenty- 
five inches i in length, with seven, eight and 
sometimes nine columns to the pag 

Each wrapper for a newspaper to be mailed 
must have a stamp affixed at the publisher’s 
fice. This method makes it too expensive 
toallow of deadheads. To England . 

age is one and one-hz alf pence ; one penny in 
the colony, and in the Matabe leland two 
pence, The outside circulation is thus cut 
down, as the subscriber has to pay the post- 
age. A great scheme of the newspapers of 
Cape Town is to send bundles of forty and 
fifty to their agents at the different stations. 
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rhe express charges are cheaper than post- 
age, and not nearly so much work as stamp- 
ing each paper. Exchanges to newspapers 
go postage free. 

Phe circulation of the largest paper in Cape 





Town is but 12,000, »wwever, the adver- 
tiser must get the worth of his money. It is 
said that boarding-houses and public places 


subscribe to but one copy and it is read by 
many. Thetrouble up country in the Trans- 
vaal and even now in the Matabeleland, does 
not seem to increase the circulation to any 
great extent. One paper estimated that 3,00 
were added to their list during the Transvaal 
trouble, but now has fallen off. The papers 
only cost two cents in American mone y, and 
I can’t ascribe the cause of the poor circuta- 
tions. -wspapers ha ave to pay a wholesale 
dealer's license to do business. This is be- 
cause each paper has a job printing plant. 
+e 








NOTES. 

** X-rays” window displays are the latest 
advertising device. 

ACCORDING to the last census report there 
are just 21,849 journalists in this country. 

EvGENE VALLENS & Co., of Chicago, have 
a delivery bicycle with a receptable for 
goods which is modeled after a cigar box 
with the stamp attached, and adve rtises their 
Seed and Havana brand “ Minuet.’ 

On the front page of Printers’ INK for 
{ appe ared an ad of the St. Louis Star, 





May 
headed ‘ Flash from the Sky.’’ On the 
same hy a‘ flash from the sky ”’ laid St. 


Louis low. Several readers have written to 
remark the coincidence, and to express their 
conviction that Printers’ INK is always 
ahead. 

THE post-office department of Victoria, 
Australia, recently sold a contract for the 
right to print advertisements on all postal 
cards issued by the department for a period 
of three years. Among the first to avail 
themselves of the new method of no 
were wholesale dealers in whisky, beer and 
tobacco.—A merican Journal ual of Philate ly. 





——__+e 
IT TAL KS. 

A cynical humor had caught the phil- 
osopher when his youngest son inquired : | 

“ Did you ever read Aesop’s Fables? 

“Ve 

‘ Things are very different now from 

what they were when Aesop was alive.” 

* Very.” 

“He couldn't get ya and other ani- 
mals to talk now, could 

“No, my boy. The ae thing outside 
of the hum: in race that talks now is money. 
And it is gener ally too busy looking after 
its own affairs to give much good advice.”"— 
Detroit Free Press. 


- ate 
MAKING HIS REPUTATION. 

“T see you are advertising State Senator 
Spuggs, who thinks he has been cured by 
your medicine, as a man of national reputa- 
tion,”’ said the captious man. “ How can 
you afford to lie so?”’ 

‘Well,’ said the patent medicine maker, 
“he will be of aneloued reputation by the 
time we get through advertising him.”’— 
Indianapolis Je ur oo 


MODERN JOURNALISM. 
Spaceryt—l’ve sent up a two-column criti- 
cism of the new play, and I'll be back later 
to have a look at the proofs. 
Editor—Where are you going now ? 
Spaceryt—To see the play.— 7ruzh, 
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2 My Services E 
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»< Cost Nothing hs 
rag cy 
Cw 

ye I want to interest men who spend, for adver- % 
@ 2 tising, $5,000 a year and more. i es e 
ad g te 
ae I particularly wish to hear from those who }* 


é 4 spend $20,000 and more. 
y 


To any man within a reachable distance of 


S657. 


* New York, who is willing to pay my price (* 
~ for my services, I will make a contract to © 
af refund all the money he pays me if, at the 9: 
GM end of the year, it can be shown that I have “y 
y/. not made or saved for him double the amount 7 
er of my fees, os eee ee oe C 
e I know what Ican do. I will not undertake WY 
=*\ the advertising of any concern unless I think 7\= 
a Ican make it pay. And if Isay 1 can make ¥ 
¥% it pay I will do it or lose my fees. I offer a % 
ge certainty. I practically offer my services for {,. 
e nothing. They cost not a cent if I fail; vend We 
\ certainly cost nothing if I succeed. = 


I ought to have a hundred answers to this 
ad. If I don’t get them it will be because you 
do not believe me, or because you do not 
understand exactly what I mean. : 

I mean what I say and I am responsible for it. 


(Lreter to Rk. G. Dun & Co.) 
If you are not quite sure you understand my 
offer, write and ask questions. 
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“Bill”” the Champion Hatdwate Cyclist. ‘ 


An enterprising Kentucky hardwareman jqest digger, and the lower post bar a four 
recently attracted considerable attention to | po egg mony Me pm aslo 
his store by exhibiting in his disy win- |}used for the front forks, “and a screw 
dow his “Household Wants, Model bi-; wrench served as front axle. The handle 
cycle, The farmers came from near and far bars w ict —, “ a 7 —. —_ 2 
ngine bell attached, and a side Q 
to view the tin cyclist, and at times the | fastened in front ‘for the lantern ‘00 a8 to 
crowd not only filled the sidewalk, but ex-|come within the limits of the law. ‘The 
tended nearly across the _ street, almost | crank arms were sausage meat cutter 
blockin: traffic oranks, and the pedals real rat traps. 
mg Wasi. “Bill,” the rider, had a pudding-pan face 
The wheels of this “bike’’ were grind- jcan screw eyegp a coffee spout for a nose, 
stones, the front sprocket a wheelbarrow | ind a patty tin cody = = — Four 
r ' ab - ennwer j} dish pans were used for s body, grocer 
wheel, and the rear sprocket a screw head scoops for shoulders, conductor pipe for 
from a lard press. The chain on the|/arms, stove pipe for legs. yrocer scoops 
sprocket-was formed of a stay chain and eerven moth ve om = cups for heels: 
& broadaxe was used as the step. The up-| $2%den_ weeders for hands, a-nickeied tray 
: for sbirt fron > 
iter et the teense was conmend of 0 oe t and a japanned wash pan for 
—N. ¥. Journal, May 26th. 
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POSTER PARTIES. quote sayings of the authors they represent. 

The “ poster party’ promises to become a Guesses were made then, as in the cases of 
social fad. In issuing the invitations the the women, and prizes were awarded. The 
7 zs prizes were usually subscriptions to maga- 
zines or newspapers. Of course, the hostess 


took no part in the guessing, but was in the 
€ 


hostess requests each woman to come in the 
costume of the figure on the poster of a cer- 
tain newspaper or magazine that she names, 











being careful to have no two a he confidence of all who took part.—/mferial 
men she requests to represent well-known lit- 4/@gazine. 
erary men. The women’s costumes can be 





of'as rich or as ordinary material as one “AND I, FOR ONE, DON'T BLAME 
may wish, although the least expensive and, THEM. 
at the same time, most effective and most The average newspaper advertiser thinks 
artistic ones are made of cheese cloth, which tr age newspaper publisher is a liar, 
angs in gracefu to sell him what does not exist. 












Ids, and makes tne Gre- 


clan and Egy ptian figures easy to copy. »ylame the Buffalo advertiser when 
During a recent poster party each woman we take into account theclaims which various 
in turn was called on to pose incorrect repre- Buffalo publishers are making.—Geo. E. Mat- 










sentation of the poster e she portrayed, thews, Aditor Buffalo Express, May 18th, 
and guesses were m and written upon 1896. 
cards as to what r aper or magazine she : indie 


represented, The men will be called on to Tue calendar ad should be up to date. 


ew 
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NOT ALONE. 
NorFo tk, Va., 
Editor of Printers’ INK: 
Some weeks a ago I wrote asking you what 
was the significance of the fact that the At- 
lanta Constitution was sending, under printed 
labels, their paper to parties who had not 
subscribed, and in some instances to dead 
people. I notice that you laid it before the 
ss agent there, and he explained the 
matter. The inclosed is taken from the Nor- 
folk Virginian of to-day. 
Is the Atlanta Constitution alone in this 
matter? Yours truly, A CITIZEN. 


May 20, 1896. 





WASHINGTON, May 19.—Postmaster-Gen- 
eral Wilson to-day authorized the publica- 
tion of the following statement in regard to 
an alleged attempt to overcharge the Gov- 
ernment for conveyance of the mails in cer- 
tain Southern States. 

Every four years the mails transported 


over the various railways in the United 
States is weighed for a period of 30 days for 
one-fourth of the country each year. Upon 


the average weight obiained during the 30 
days the commission of the road is adjusted 
and remains in force four years. The last 
weighing was conducted during the month of 
March, 1896. One railroad company, the 
Seaboard Air Line, whose main line extends 
from Portsmouth, Va., to Atlanta, Ga., at- 
tempted to take advantage of this opportunity 
to swell the weighing of mail carried over 
their system during the weighing of the 
mails by very large shipments of public docu- 
ments. About 300 sacks of documents franked 
by a United States Senator and a member of 
Congress were sent to the various station 


agents of this company in Virginia, North 
and South Carolina and Georgia. T he sacks 
weighed from 100 to 125 pounds each. Two, 


three, four or even five sacks were sent to one 
agent. Some agents were furnished by rail- 
road officials with lists of addresses in North 
Carolina and Virginia. 

The Division Superintendent and road 
masters gave oral instructions to the agents 
under them as to pasting labels or writing 
addresses on the books which were not pre- 
viously addressed ; but the tags of the sacks 
were addressed ‘all for ——’’ (namely, a 
railroad agent at that point). The books 
were then remailed and again transported 
over the routes of this company, to be again 
weighed. A few agents, not understanding 
their instructions, gave out the books for 
public distribution before the franked labels 
were received. 

Fifteen sacks were delivered at Ports- 
mouth, addressed in bulk to tne general 
superintendent. That night the books were 
re-addressed in the railroad building and 
re-mailed the following morning to various 
persons along the route. A newspaper at 
Ellenboro, N. C., learning of the transaction, 
published a short article headed “*A Mis- 
take,’’ stating in substance that a United 
States Senator in mailing documents to his 
constituents had by mistake addressed them 
to station agents along the Seaboard Air 
Line. A division superintendent learning of 
the article proceeded to the town and induced 
the editor to cut the item out of every copy 
of his paper, on the ground that it would hurt 
the road. 

The “ padding”’ of the mails by this com- 
pany was investigated by the Post-Office De- 

artment, and to prevent this practice the 
Ciesusmat ordered the weighing to be con- 
tinued for thirty additional days during 
April. The railroad company then resorted 
to a new scheme, by contracting with pub- 








INK. 


lishers of newspapers for a larg num mh 
papers to be sent over their line daily to ad. 


dresses furnished by the company At Port rts 
mouth, Va., the general superintendent ar 
ranged with a Portsmouth paper to sen 
6,800 copies daily for ten days, and after that 
2,400 « opie s daily, in bundles twenty-five 
to each ade dre ss to parties in South Caroling 
said Georgia on the Seaboard Line. At Ra. 


leigh an official of the vatls ad 
— 6,009 copies the first week 
opies a week afterwards, of a we 
sent in bundles of epee over th 
Air Line railroad to stz atic ms in Geor 
South Carolina, ot a fewin Ne th Carol 
At Atlanta the private secretary of the 
vision superintendent arrang with an At. 
lanta paper for 2,000 copies daily, to be sent 
over the Seaboard Air Line to Norfolk 
Portsmouth, 1,000 copies addressed t ) regular 
subscribers, the other thous: as sample 
c pies. Arrangements were so made with 
another Atlanta paper to send _ 5,600 copies 
of the Sunday issue, weigh 


x over half a 
pound each, to addresses in Norfolk and 
Portsmouth, Va. 


irranged t 
and 8,0 
kly Paper, 
e Seaboa 















ly 

















Norfolk and Portsmouth 
city directories were furnishe sd to the news. 
papers from which to print labels for mailing 
papers to parties in those cities. Several of 
these parties thus addressed have moved 
from those cities, or had died. Had this 
weighing been accepted by > Department 
the Seaboard Air Line railroad would have 
received for the next four years a much larger 
compensation than it was entitled to. 

Some of the newspaper ‘ blishers were 
indignant when they found that they had 
been made parties to such a si a -— and the 
publisher of the paper at Raleigh, N. C., re- 
fened to send out the fourth shipment of his 
paper. 
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**DEAD SURE.” 
New York, June 1, 1896. 
Editor of Printers’ INK: 
It seems to me that this advertisement, 
which I clip from a recent issue of the Fewel- 


A 
DEAD SURE THINC 








is calculated to be a “dead 
sure ”’ destroyer instead of instigator of trade 
H. E. H 


er’s Circular, 











= 


ae od 





ent, 
wel: 
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THE UNCERT AINT Y OF ADVERTISING. aptly said, is to “‘ minimize the ch i of 





CHIcaGo, May 31, 1896 failure,’’ by giving to the advertiser the ben- 
Editor of PRINTERS’ INK: efit of his skill, his ideas, his advice and his 
“Some time ago a certain Chicago house experience. Phat is all, And the more 
desired to secure the services of one of the skilled and judicious he is, the greater the 
best known and successful ad-writers in the chances of success. Louis JAMES. 
country. The w riter looked over the ground +> : : 
a then said : “I will do what I think is the BOSTON BEACONS. 
right thing for your business. If the adver- 30STON, June 1, 1896. 
tising does not yield the good results expect- Editor of PRINTERS’ INK: 
ed, it will pro bably not be my fault rhe The National Cash Register Agency in this 





trouble may be with the business, not with city has a most effective electrical mec han- 
the advertising ism at work in their show window. It is a 

This reply was as honest as it was modest. series of ste ps, the front of each made of dif- 
The ad-writer did not pretend to predict how ferent colored glass, and behind each step is 
his work was going to turn out. He did not an incandescent lamp. One after another the 
know whether or not he would get results. steps are lighted, but only for a second, just 
Why should he know? How was he going long enough to read, ** The first step is to get 
? However, there are 4 National Cash eiscs® * Each other step 


to look into the future ? 
professional ad writers who have wonderful tells of some point gained by its use until the 
top is reached, and here appear several bags 


faith and confidence in their powers to pro- 
duce great results. They even gosofaras to of gold, showing what is reached by taking 
guarantee that they will be successful. the right steps 7 

I read with much interest the striking ad- The 
yertisement of Mr. Charles Austin Bates in 
Printers’ INK, May 2oth, with the bold head- 





manage ment of ‘Shore Acres’’ set 
apart one evening last week fora L. A. W. 
, A night and announced to sell seats at one-half 
ing “Sure Profits.” In this ad Mr. Bates yecual prices to all wheelmen showing their 
takes a new departure, and he is ready and membe rship card. It proved to be a good ad 
willing to guarantee his SUCCESS. He says: vyertisement for the theater. 
“Toffer an absolute certainty."’ He agrees It is often wondered what effect the use of 
fora certain sum to show profits or savings the bicycle as an advertising medium will 
double the amount of his fee for counsel or have upon the popularity of the wheel for 
advice. 7 ‘ pleasure purposes. A file of white coned, 
Now, I wonder how Mr. Bates is going to white-hatted men may be seen most any day 
show his profits or savings. How will he pedaling through the streets of the Hub. 
prove that they are yer direct re sult of his their bac ks present themselves great big black 
ads? Of course he can effect savings by letters, one on a man, may be seen testifying 
cutting off expenditures here and there, and to the enterprise of the conceiver of the 
soclaim his reward. Again, itis easy to see scheme, The trouble with this species of ad- 
how disputes might arise. Suppose his client ye rtising is that the bicyclist, with his love 
denies the profits or the savings, who will de- fo, speed, is such a momentary figure in the 
cide? Both sides might claim, with equal ctreets that he attracts but a glance, and in 
show, to be in the right. 














some cases one has to run to read their signs. 


In his Department of Criticism Mr. Bates GERALD DEANE. 
has much to say about what he terms “the 
certainty of advertising I wonder what IN ST. TOU Is 
that means. Does it mean that advertising Sr. Lous, May 21, 1806 


is just as certain as death and the taxes? 
The phrase—the certainty of ——— z— ; ; ; 
hasa nice sound, but, to quote Mr. Bates, I One of the first things that. strikes the eye 
don't believe that one business man in fifty near the levee in St. Louis is “ Battle Ax 
has any idea of the certainty of advertising. Plug,” “‘ The largest piece of good tobacco 
Why? Simply because forty-nine business ever sold for roc.,” etc. 


Edito» PRINTERS’ INK: 


men out of fifty have come to think that the Painted in huge letters on a ba kground of 
most certain thing about advertising is its blue, on nearly all the elevators and business 
uncertainty “ buildings, yet standing amid the general 

Perhaps the nearest approach to certainty Wre¢ kage at that place, it stands as a monu 
is in department store advertising. The bulk ment to the enterprise and gg of these 


of Mr. Bates’ experience lies in this line, and €Xtensive advertisers. W hile Louis peo- 
in most cases he will be able to tell w hether Ple are in no mood to read atverties ments 
rnot he was getting proper results. But TOW, it is impossi le to he Ipse eing them, and 
r = d . j 3 

department store advertising is of attle 





the sim- these ads — all probability, sell ** 
plest kind, and according to general opini my Ax Plug ng after St. Louis is straight 
such advertising is more or less mec hi anical. ened out of the chaos that now reigns where 












It calls for no great display of skill or origin- Prosperous business was once carried on. 
ality. The depart ment advertise r ‘wt as differ- . C, Storrs. 
ent articles or goods which he offers at such ee 

salleache price He offers people something IN SYRACUSE. 

that they need at a price which they are more A .N. Y., May 26, 1896 
than willing to pay. “he prices sell the of Printers’ Isk 





goods. If he pl: ac 
right mediums he 
buy. The certair 
ing is easily und 
tery about it. 
about it. 





s advertisement in the 





W:nter & Smith, the clothiers, 113 and 115 
ll find people who will a street, Syracuse, have arranged 
f this kind of advertis- S. Casualty Company, of New 
»d The re is nomys- York, to issue accident insurance policies, 

i ? Ing good for one year, free to their customers 
























‘ the amount $10 or 
But department storé ver s00 in case of death 
onekind. There are from indemnity 


ing that are not ne 
cases, when y h 
direct appeal t 
people, you may get res 
The most the wri 


Se 
rs never mind a *“* hot term’ 
is only their makers that 
s vacation. 
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A COUNTRY DRUG STORE STORY, 
BERNARDSVILLE, N. J., May 29, 1896. 
Editor of Printers’ INK: 





About three years ag f 
an opportunity t - 
a drug store ina li 
store, then estal is 
about paying expenses, and must be pushed 








in order to yield daily bread. A general ap- 
ptication of the business methods learned in 
the city might, in the course of ye , have 
brought success, but such did not meet pres- 
ent de mands. 
‘wo distinct 
the resident farmer and the wealthy summer 
cottager from the city. Clearly tw wide 
different methods were necessary. My clean 
windows, bottles and cases, while a necessary 
adjunct to city tr: ade », fill ed the countrym in 
with awe. The pol i 
ible with the real es 
had always bought his 
eral store, where he c 
ing from his tracks. 
attracted a few farmers and 1 
About half could read the card 
They said I was catering to the « 
and the city oa ople passed me | 
try druggist. 





classes were to be reached, 


Z. 











1 wanted both “ the worst way.’ i 
firm advocate of printers’ ink (and I Rs’ 
Ink) I tried circulars, distributing the ut 
the village and wrapping them witl ds 


No doubt they did some good, but did not 
pay for the printing and necessary detail. 
The principal county paper circulates among 
about two hundred farmers in my section, 
and, although a rather expensive way to talk 
to that number, I engaged a two-inch space 
on first page by the year, coaxed the pub- 
lisher for a neat border, and advertised » 
specialty at a time, keeping my name and lo- 
cation prominent. 





While perhaps no one ad 


of its specialty to pay, continually it showed 
the farmer that I wanted him and that I 1 
what he wanted. Once in the store I mad 
him feel at home, and he came again. He 
soon learned the use of the 1 
that I was intere ster i 
time to visit mi 
from miles abou 
their trade is well worth the tr 

All this cuts no ice with tl 
mer residents. hey br 
supplies from the city. 
typewriter for eight doll: 
tograph for about twenty- five cents. With 
these I wrote a number of Ictters to the pe 
ple I wanted, offering them Pratt’s Astral Oil 
by the barrel at a price that saved them 
money and inconvenience. Received an 
order next day, and am now supplying a 
goodly number with that article. 

Every two or three weeks I send out a 
short letter offering some one article and 
quoting the price yand every batch pays well. 
Have a nice trade in Huyler’s Candies 
through a letter to the ladies. 

In spring, just when people are making ar- 
rangements to take possession of their sum- 
mer homes, they receive at their « ity offices 
a letter from me quoting oil, gasoline, —_ 
eral waters, etc., etc., in original packag 
freight ps uid. A fair percentage send me their 
orders in preference to leaving them in the 
~ , and the cost is trifling 

Not long ago I obtaine ne a polling list and 
sent out a hundred postal cards to as many 
farmers advertising my — powd 
each seemed to think I had sought him in- 
dividually and considered it a compliment. 





ug 











ou 


and made a hec- 












ers, 











Circumstances alte 


say the goods are g 
r 








r said, cases alt stances 
y the people you want t 
bother a t the others 
eneral rules of advertising, if r 
1ELME 
IN LOU ISIANA 
Office 
“Tun Str. M Orr nt 
PATTIERS u., May 23, 1806, | 
Editor of Print Ink 


ive of n 


methods 
just had i 







We inserted the ad and ca 


days toa 





Whenever a mer 
advertisement ina 














€ news] 
good results, the fa 
rectly to the mer nt’s stock 
business An expe ce we ha 
i S this c i | t 
ring mercl 
results. W fe 
e stock of hats |} 1 on ha 
results came, t s in n 








ported none. we ( 
founded, ‘ Kat y 
h: t * ther 
be ting hats 
we er were 
tl The 
_ er "ei. W 
al ‘lity to sh i ve ad sement br 
the customer, the merchant ist h b 
Yours truly, 
Sr. M y Op 
Wilbur H. Kr , Proprietor 
+> 
JERSEYMAN’S OPINIONS 
Rep B J., May 21, 18 
Editor of PRINTERS 
A poster is good on a fence or in aw 
d its office being to cat the 
inder of Jones or Hood 


as arem 





more val 


gotten ¢ 


t convince 





rea 
cy pu 





ity of 
tinct pi 
tice, but 


will aid 


zine 





or ne wsp aper a mer 
money, ¢ 
ue than a 


it of 1t—s 





ask a man t y of you, 
ged party, and it’s not wise 
nany diffi i I 
you before he takes 
1 an easy-to-read a 
rzle, and be « 
your baked be 
ture of a girl behi: 





by some well-put reas 
beans are his kind. Of course a littl 
to draw his attention to the w 
beans 


that should sell the 


Ballo 
smaller. 


display will follow wom« 





upon the 
the arm« 
was adv 


m sleeve s, 


ib] ' 





Is it not likel 
, 





<> 
IN PHILADELPHIA, 
PHILADELPHIA, June 1, 1% 





of Prinvers’ INK: 


Pedestrians were startled this week t 


> Streets a man, dr 
r of the days of 
ertising a product 











eg lO cag wage Another s urpeiee 4 g 
the public in the shape of a team of 
gaily-plumed donkeys drawing a c 
which was an advertisement of Recru 
arettes, H. P. Brow 
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stock 
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IN COUNTRY 
NE, Kz 
Editor of P ‘TER 


The prol f advertising 


ADVERTISING DAILIES, 


-» May 27, 189¢€ 


\ I y 27, 





in the coun 











weekly is a aratively easy one to solve. 
rl -d } 1 >< > , 1 ir 
The mer t can be sure that every w rd in 
the paper wi e read by every subscriber. 
He need only sider the number of readers 
nd the amount that he can spend on the an- 
uncement of his goods, The daily paper 
printed in a small city is another matter, 
and the quest f its utility is far more 





West than in the East. 
that there are more dailies 
ill towns of the West than 
are many places of 2,000 
lation in t of Kansas eae Ne- 
raska that have one and even tw ily pa- 
pers. They are either ** patent outs des? o 
ye supplied with their telegraph 
plate houses In her case they 
expense, anc lowing to the fewer 
the Western t 
would not in the E 
Yet ‘vaseline Se 
ufter all on their loc 
the community, must 


zling in the 
r the re 
printed in the s 
in the East. Phere 





asor 





States 








news by 
are a smal 
attractior 


they 





vn find a support that 
ist. 








s, which depend 
r their hold 


me ady 


il news f 


ertising. 





The local merchant is zzled as to how 
much he shall put in these papers, and what 





proportion of his expenc 


he shall place 


1 the towns 


iture 
One 


for advertisi 
thing that is seen 
red with a local 


> Jess duc 





t 
that are fav 


ily is that there are 








and circulars used than in wher 
i such paper. “ daily fills the 
e 2 and reaches, if 





it is worth ca 
n ¢ ! 


ng a paper, the larger p 


f the popu!a- 
tion of the place It is 


an evening 









iliar with t 





ns make ex 
the women reader 


reaching 


uline p rtion of the | 


ficult to address it t 
n of the business 















t ty r 
f the nearest large city, 1 k to it 
for that class of news th sof w r inter- 
est than is possi in a strictly ] ' , 
To reach them it is necessary that the adver- 
tisements should striking and of the most 
It is possi e ge vertise ents in tk 
ailies at very low rates s t es. 
1 ft ¢ 
weekly, ins S . 
5 t tv-f nts @ col 
sa st ‘ 
e fifty cents a col- 
’ sher a ‘ * 
ys s I apers tl 





ting dow 
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s. These 
gets paper, as 
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want? Y 
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I would like to hear fr 
insert 
wspaper 


WONDERS WHAT 
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as ‘the Butcher’s Despair. 








SPACE, 
. lll, May 30, 1896. 
le 

m a newspaper that 
nent of the American 
and I agree t in 


an advertiser 


Directory, 





give 


return one-third of the cash prize sh uld any 


varded to that advertisement. 
how much s space will be 
two columns, six inches. 

W. MosELey. 


Answer 


illowed. 


d stz ate 


THEY WANT. 
Newark, N, J., May 29, 1896. 
RINTERS’ INK: 
uttached was clipped from last night’s 
n Daily Advertiser. Wonder what they 


soubrette 
Sunimer Ave 


that can cook. 359 


urs very truly, 


Cuas. H. Kinney. 


WANTS TO KNOW. 


w York, May 
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people advertise Quaker 
; ” Do you 
I presume it implies 
ount of Quaker Oats now 











iking pads in the butcher's 
,» but isn't the a too ridiculous and 
hed to be attractive ? Jas. MEAans. 


> 
Be ANA’S Mé AXIMS, 
. Dan 





py nothing another publication 

t perfect cr 

: print erview without the 
ge cor t of the person inter- 

















er tI t a paid advertisement as 
atter. Let every advertisement ap- 
an advert ent 
tt + l Inf ] 
tack e weak or defenseless, 
t, by invective or by ridicule, un- 
. ~ 
Sor absolute [| necessity 
ry 
rt 1 
V t 
st, 
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ithe wom 















gers gather n an 

t merciless engine had and 

almost out of semblance to |} lan 

“Will s ve?” they asked the 
. sain r her 

7 > a ne 

2 storted. er,” he 

feel ail f é 

tos sights, "she can pose as 

standers red audibly.—N. ¥. 
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FROM CHICAGO. 

The department stores of Chicago are car- 
rying advertising to extremes this season. 
Not only do they fill page after page of the 
dailies, but they use dead walls and bill- 
boards extensively. Lately I told how one 
of them dressed their clerks in costume and 
held a regular national exposition. Last 
week another of them coined a new word 
and started in to get ahead of any of its 
rivals. It arranged one of its rooms in the- 
ater style, with stage, drop curtain and seats 
in tiers, and called it a ** theatorium,”’ hold- 
ing hourly performances of a really attractive 
kind free to all comers. Patrons of the de- 
partment stores can now get free lunches in 
the way of samples of various foods and 
drinks ; music from bands of excellent qual- 
ity, and go to a show free of cost, and the 
crowds that fill the stores show that ~ peo- 
ple kuow of these things, and from casual 
visits I conclude that a good trade iS. going 
on, : 

Chicago has an epidemic eruption of bill- 
boards just now, new ones being placed or 
most of the unoccupied territory, on which 
are displayed flaming posters advertising z al 
sorts of goods, bicyc les taking the lead. 

The bicycle manufacturers are doing a lot 
of advertising this year and trying various 
schemes. One company gives every caller, 
whether a pure haser or not,a ticket to a 
drawing that is to be held some time in the 
future, at which prizes, consisting of bicycles 
and sundries of various kinds, are to be 
awarded to the lucky holders of winning 
tickets. Another bicycle firm sells tickets 
good for one dollar toward the purchase of 
one of their wheels, not more than fifty being 
accepted from one holder. Every 15 th 
ticket entitles the holder to a_ two-years 
lease of one of their wheels free of further 
cost. The tickets are sold at fifty cents each, 
and it looks as if this little scheme finds 
many investors. 

I presume the reason so much out-of-door 
advertising is being done is because most of 
Chicago stays out “of doors during the hot 
weather. I think of all the large cities Chi- 
cago excels in the fondness of its inhabitants 
for out-of-door life. The parks are filled 
with people night after night, and the man 
who gets his ads read very thoroughly must 
spread them in large letters on big bill- 
boards. 

For the first time since I began to use the 
street cars on the surface lines the ad spaces 
in them are not filied. The summer cars are 
so arranged that passengers sit in cross seats, 
and the sides being open they are inclined to 
look outside instead of around the car, and 
they do not read the ads as they do in 
winter. 

A West Side preacher is out in burning-red 
type announcing that he has been crowdec 
out of his little church and has been com- 
pelled to hire the auditorium of The Peo- 
ple’s Institute, where he is ready to dispense 
-_ Gospel to all who may come. This ad- 

yertising of preachers and churches threatens 
es become a regular thing, and the Ralvadd n 
Army has no longera monopoly in attracting 
public attention by unusual methods. 

Yesterday a trim little yacht sailed up and 
down the lake front of Lincoln Park with its 
ene sail embellished with ** Eat Gunther’s 

Candy I 














in big, black letters that could be 
read half a mile away. 

At Garfield Park a natty horsewoman, who 
sat astride her steed, rode to and fro before 
the assembled multitude at a pace slow 
enough to allow the people to read the card 
which hung on the breast of her horse, on 
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which were these words: * Kage rgan& Wrigh sht 
Tires Are Good Tires.” As the 
wore the badge of the Cent 
which was attached fourteenth 
I presume she knew what she 
rhe Hub Clothing Co. has ac 
f advertising that resembles t! 
ine ads to some extent. Yester 
an ad in some of the papers 
Hottentots, Chinese, Indians a 
tions, and above this the cat¢ 
are different styles of dress,’ f 
with some matter to prove tl 
keeps the correct styles for 
A State street store stopped 
offering a lady’s dress for fifty 








offer being limited to one h 
store gives a dish of ice crea \ 
purchase. A clothing store advertises jn its 


windows: “Clothing at must-have-money 
prices to-day.”” One of the stores has Presi. 
dent Cleveland and his Cabinet in y ax in 
one of its windows, all dressed in ten-dollar 
suits. From the expression of the Presi. 
dent’s face I judge that his clothes do not fit 
him or that he has just been reading Goy 
Altgeld’s free siiver speech Another win- 
dow sign is: * It doesn’t require an expert t 
see that our five-dollar shoes are w rth s ‘six 

A sandwich man ona bicycle i 
development in that line. 








LLER Purvis. 


TOBACCO ADVER Ti ISE RS STIRRED UP 

Judging from the tone and number of | 
ters received by the ( Connie n Ways an 
Means of the House, there will be a strong 
influence brought to bear to pre vent the pass- 
age of the bill prohit iting the placing « f er- 
tificates or souvenirs in packages of tok 
and cigarettes. The managers of the adver- 
tising « departments of several large tobac 
companies have written letters protest 
against the measure, and asking that they 
allowed an op portunity to personally appear 
before the committee. 

There is little possibility of 
considered, even in cx i 
sion, owing to the expect: 

























ment of Congress. The members of the 
House are all anxious to get away, and wi 

not take u leasures which wou 

lea d ~ de ce ittee 4 
prob ability, have several irings, and gis 

all, a so desire, a ch: ance to be heard. 


The bill was introduced by Mr 
of New York, on May sth, and 
lows: 

Be it enacted by the Senat 
Represe ntatives of the Unit 
America in Congress asser 
ing in chapters six and seven of the Revised 
Statutes shall be construed as authorizing 
the putting up of smoking tobacco and fin 
cut chewing tobacco in any other manner 
than in the package prescribed by section 
thirty-three hundred and sixty-two of t 
vised Statutes, as amende 
ng the putting up of cigarettes in ar 
manner than in the package 
section thirty-three hundre 
of the Revised Statutes, as amenc 
shall these prescribed pack: 























Jed ; nor 
s be permitte 
to have packed in or attacl hed to or connected 
with them any article or thing whatsoever, 


other than the manufacturer’s wrappers an 
labels, the internal-revenue stamp, and the 
tobacco or cigarettes, respectivel} 
therein, on which tax is required t 
under the internal-reve nue laws ; nor sha 
there be affixed to or branded, stamped, 
marked, written, or printed upon the 

packages, or their conten ny promise of 

































\ppear 
being 
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offer of, « any ore der or certificates for, any 
gift, prize, io remium, payment or reward. And 
every person who violates the provisions of 
this Act shall for every such offense be fined 
not more than and imprisoned not more 
than ~ and all smoking tobacco or 
fine-cut chewing tobacco or cigarettes put up 
and sold or offered for sale in violation of this 
t shall ty forfeited tot the United States. 
The bill, in pod main, was introduced at 
the request of the Treasury officials. The 
Department has he ad considerable trouble of 
late in passing upon Ww hat articles were per- 
missible in packages of tobacco. It has been 
a regulation that any foreign matter, which 
would tend to deceive the pu'lic as to the 
weight of the tobacco must be left out. The 
tax on cigarettes is fifty cents per thousand 
when weighing three pounds or less, and 
three dollars per thousand when weighing 
more than three pounds to the the yusand, 
By the placing of miscellaneous articles in 
the packages, the revenue collec tors expe ri- 
enced some difficulty in determining the cor- 
rect amounts due. Pictures, ce tific ates, 
etc., were allowed, but the extent to which 
the practice might lead was demonstrated 
last fall. whena tobe icco firm of St. Louis, in 
an effort to out-give all competitors, applied 
for permission to place one-cent pieces in 
each packa ge of cigarettes. After due con- 
sideration, the officials decided that there was 
nolaw to prevent the firm from giving away 
their pennies ; but the Ce mmissioner of In- 
ternal Revenue considered the system wrong, 
and decided to secure, if possible, the pass- 
age of an Act of Congress making it unlaw- 
ful for the tobacco companies to pursue this 
mode of advertising 
Commissioner Miller stated to the writer 
that he had little hope of seeing the bill 
passed at this session. He said tnat the sec- 
tion of the bill which provides that there 
shall not be “ affixed to or branded, stamped, 
marked, written or printed upon the said 
packages, or their contents, any promise or 
= of, or any order or certificate for, any 
, prize, premium, povseest or reward 

was not included in the bill at his request. 
The Department, he said, objected to the 
present methods solely on account of the un- 
certainty of the weight of packages, and had 
no partic ular objection to the certificates 
In view of this statement Mr. Cummings was 
seen, but declined to say why this feature 
was added to his bill. When the bill is con- 
sidered in the committee it will be brought 
ut who wants to abolish the system of cer- 
tificates, One thing is, h ywever, certs ain, the 
advertising manager of a large New York 
firm is very much opposed to the bill, and 
will use his influence to 




















secure its a lefeat. 
W.C. Gricssy. 


LOAFERS, 

Better ee a grocer, dry goods dealer, 
druggist, tobacconi or any 
man, to offend a 
than to spoil his t 
sons who mez an t 
place small orders whe 
are listening, re 
them and their p 


the r business 












mments n 











n as their 
backs are turned rchant. 
KNEW A THING OR TWO. 

So you take on aper home eact 
ni ch) I should : 1 and your wife 
would quarrel to see which one would read it 
first.”” 

“No dan f that. I give her the part 





with all the cepartment store advertisin 
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SUBURBAN REAL ESTATE ADVERTIS- 
ING, 

Few phases of American life are as inter- 
esting as the universal desire of the middle 
classes for homes of their own, Thisisave ry 
recent development in American life, possi 
ble only in a new country with conside rable 
unoccupied land. Ithas produced the deal- 

ers in suburban real estate, aclass that are 
prolific advertisers, doing their advertising 
in askillful manner, and very successful as 
the result of it. 

The real estate dealer usually has an intel- 
ligent class to reach. The very desire for 
the possession of landed property is a sign of 
intelligence. Consequently, in addressing 
his public, he must appe: al to their oto 
sense and show them plainly why the prop- 
erty he offers them is superior to others in the 
market. A few of the considerations that in- 
fluence people in buying suburban real estate 
will not prove uninteresting, and may prove 
useful to those who have some for sale. 

The man who buys suburban real estate 
for investment or speculation is more inter- 
ested in its future than in its present condi- 
tion. Heis interested in knowing whether 
its situation is such that early settlement and 
development is possible, and whether it lies 
in the line along which trade and population 
is advancin g. A slight difference In commu- 
tation rates Is but a slight difference to him. 
He buys land that will rapidly rise in value, 
and all arguments addressed to him should 
have this side a constantly in mind. 

Quite different considerations sway the 
mind of him who buys land on which to build 
a home. ory ey he likes the value of his 
possession to be constantly increasing, but 
this is not to him the paramount considera- 
tion in its purchase. He wants ease and 
cheapness of travel, for he must go back and 
forth daily ; he wants land that is to some ex- 
tent restricted from nuisances, and where 
there is some adequate local folice protec- 
tion. Usually, too, he has little money, and 
pay only in installments. All these 
uld be given due attention in the 
essed to the buyer of real estate fora 



















ibly the most potent agency in real 
estate advertising is a booklet that covers the 
ground—n pun Eeosuiied. In it can be given 
of the newspaper ad pre- 
ides, wh its hand y size and attractive 
appearance will often cause it to be kept for 
a silent but ——— reminder, 
ch will fan the desire a home into act- 
A 





details that the size 
























ivity and vigor tie aoura ng. 
+o 
THI Y WANT BICYCLES, 

To show the extent of the demard for 
whee be all sorts and conditions of men, 
seme one has collected the following adver- 
tisements which have appeared in recent 
issues of different papers : 


good second-hand bicycle in 


ncing lessons. 





stamp collec 
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GOOD! 


A good painting looks better with a hz and 





some frame, but its goodness stands out with 
a poor frame. A poor painting looks poor 
whether the frame is handsome or ugly, and 
its poorness is always noticeable. Frame 


good ads with good frames and they will be 
better than with poor frames, but whateve r 
the frame, have the ad—what you say—g 

It's what you say that does the work.— ‘Mi n- 
neapolis J/ournad. 


> - 
A GOOD IMPRESSI¢ IN. 


you that goo 
delivered ina 


SPOILING 
Did it ever occur to 
from your store may be 





way 
which will spoil the good impression which 





the customer gained while she was doing her 
shopping? If you employ young men or men 
or boys to deliver goods who are rude and 
disobliging, they will offend many of your 
customers and you will never know it, unless 
the customer complains to you.—A merican 
Storekeeper. 
—_+o>—__—_— 
7 eee : 

Classified Advertisements. 
Advertisements under this head, two lines or more 
without display, 25 cents a line Must be 
hondeli 2 one week in advance 
WANTS. 

Racine, Wis. 


\ TISCONSIN AGRICULTURIST, 
28,000 copies ; semi-monthly 


col, | BUCHER 


2 col., $2. 
Columbus, O 


I ALF-TONES, 1 col., 
ENGRAVING Co., 


Ww is XONSIN AGRICUL TU RIST, Ka 
Advertisements at $ | for 5 lines. 


i.e ae. 


cine, Wis. 


aaa newspaper represent 
New York. Dailies only. 


COSTE, 
38 Park Row, 





PAPERS that lead in their locality represented 
y H. D. LACOSTE, 38 Park Row, New York. 
cies VINDICATOR, Youngstown, Ohio. 8.400d., 
6,000 w. Wants first-class advertisements 
only. 
l AYTON (Ohio) MORNING TIMeS and EVENING 
NEWS, 14.000 daily, create a “* want’ for prop- 


erly advertised goods 


\ ’ ANTED—Position with a medicine company 
as traveling ee and advertising 
agent. Address “TRAVELER,” care Printers’ Ink. 
really good single-column ad 


k .LECTROS of 
4 illustrations ¢ at really moderate prices. Send 
stamp for circular. R. L. CURRAN, 150 Nassau 
St., New York. 
LMANACS—Business houses contemplating 
4 the use of an entirely original almanae for 
1897 should communicate with CLIFDEN WILD, 
the Originator, Chicago 
M‘ *>RE moneyin mail order business than any- 
thing else. No interference with other oc 





: “egg We tell you how, and furnish every 
= Samples, « 2 cents. THE NATIONAL 
INSTITUTE, P, I. 696, Chic 











at their pre- 


CALENDAK {S—Firms wishing to 
calendar of 


vious «alendars by issuing 18 















original, individual, special design in keeping 

with the nature of their business, , Should write 

CLIFDEN WILD, The Originator, Chicago 
YOOD for $1. Send this ad and $2, and I will 


u pocket camera 


T send, prepaid, one 
just out. Has finest 


(loaded for 12 pictures 
achromatic double conve enses, warra.ted to 
produce pictures equal to those made by any 85 
camera on th arket. Agents wanted ,every 
NOVELTY CO 











where. HARV , West Superior, 
Vis 
- 
MISCELLANEOUS. 
WV Isconsin AGRICULTURIST, Racine, Wis 
Established 1877. Circulation 28,000 
+--+ - 
BOOKS. 


T )ANGER SIGNALS, a manual of practical hints 
a for general advertisers. Prix by mail, 50 
NTERS’ INK pruce St., 






cents. Address PKI 
New York. 
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SPECIAL WRITING. 
wera WEEK ; original editorials for weeklies 
fe full comple ment. PITT Printers’ [nk 
—— 
PAPE! 
M. PLUMMER & CO, furnish the paper for 
a 3p magazine We invite rrespond 
ence with reliable houses regarding paper of aj 
kinds. 45 Beekman St.. New York 
_— 


{DVERTISING NOVELTIES 


es the purpose of inviting an neements 
of Advertising Novelties, like to benefit 
reader as well as advertiser, 4 lit will be in 
serted under this head once for on lar. 
+o 
PRESS CLIPPINGS 


@OUTHERN CLIPPING BUREAU, Atlanta, Ge. 
‘ Press clippings for trade journals and adv'rs 
UREAU,N 
lippings for 
ilities. 


ANHATTAN PRESS CLIP dab 
4th St., N. 
all subjects ; 


— 
ADVERTISING 
yet responsible advertising 
itee the circulation of 





MM Hct uls 5% be st t u 


{GEN 
a 


ES. 


y will guar- 
WISCONSIN 






th 


AGRICULTURIST, Racine Wis., to be 28,00 
ie you wish to advertise “anytl ne anywhere 
any time, write to the GEO. P. ROWEL] 








AD\ ERTISING CO.,, 10 Spruce St., New York, 
- +e 
ILLUSTRATORS iND ILI 17 
H. SENIOR 2. 00., Wood Engravers, 108 
w York. Service good und prompt, 
»}EAUTIFUL illustrations and tials, 5e. sq. 
» inch. Handsome catalogue lve. AMERICAS 
ILLUSTRATING CO., Newark, J. 





\ AKE your own advertis mings, 2 lustre 
bossing plates. Eng i 








No etching. Particulars 
KAHRS, 240 East 33d St., Ne 

{MATEUR SPORT 
[HE GOLFER is an illustrated monthly devot 
the as cs 
vite comparison with any publication wher 
published Ve refer, without pern Lission, to¢ 





Alene socal and will abide lecision of any 

of them. in regard to whether ¢ 
GOLFER is & yee oe nt 

munications to THE ILFER 
t., Boston. 
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Siar LOTUS PRESS (artistic printers), 140 
23d St., New York City See ad under “Ad 

sement Constructors.”’) 

6* (\ REAT SCOTT,” he evied, “ is it possib 
¥ that Johnston is the only printer 

earth?” No, but he is one of the very few wi 

know what you want and how 

please you. If you can make use « { kind 

a printer addre WM. JC OHNSTON, oPrintent 





nk Press, 10 Spruce St., New York 
SUPPLIES 


VY AN BIBBER’S 
Printers’ Rollers, 
INC foretching. BRUCI 
4 St.. New York 


H“! F ce nt an in*h for recoating chalk plates 
HT » MFG. CO., Cleveland, Ohio. 


T%8 The lez AM. TYPE 
FOI Lek yi 


& COOK 1% Water 


ulers cf type fast 








Branches in 18 cities 
*TANDARD Type Foundry printing ou 
Ne) type, « nal borders ” Clark St., Chicag 





YPE, lin r lectrotype met 
sper annodes 
Ine 





eae 





MERCHANT. co 

phia, Pa 

‘Tes PAPER is printe ink manufact 
ured by the W. D WILSON PRINTING INK 





CO., L’t’d, 10 Spruce St., New Special pri 


t 
to cash buyers 








eeklies; 
rs’ Iuk. 


per for 





cements 

benefit 
il be in. 
ar. 


nta, Ga, 
1 adv'rs, 
AUN 
ings for 


ill guar. 
SCONSIN 


iy where 
OWELL 
ork. 


rlONs 


Spruce 
prompt. 





HENRY 


y devot- 
rine has 
Weir 








rinters 


) Water 
plates 


. TYPE 
es 
outfits 
hicag 


ye met 
tcbing. 
nilade 








ELECTROTYPES. 
7E make the best interchangeable plate and 
\\ base on the market. Also the lightest 
metal back electro. THE EK. B. SHELDON Co., 
New Haven, Conn, 





or 
4DDRESSES AND ADDRESSING. 


NAME 
100,000 “type; 
list style ; price . 
133 William St., > ork. — 
) ) 8! LECT, reliable business names and 
| (Vf ( uldresses sent s¢ aled for $1.50, cash 
inadvance. JOHN FOY, Glencoe, Ont., sign post 
er, circular mailer and member Will A. Molton 
Co., Cleveland, Ohio. 
THe AVING mail list type, has typewriter 
ce, large and lean ; is self-spacing ; cheap 
est 10pt. mail type made. Also acme mailer, $15 
net, qual to $5 ~ mailers. AM. TYPE FOUNDERS 
list of branches under * For Sale’ 


“ds always in 
d mailing 
U. CHATTER MRON aC 





wl physic 








ew Yor 








Saaing: 

NAMES and addresses of white 
14,006 voters in Jefferson County, Ala., 
including city of Birmingham. Official lists, 
made for recent primary election; fresh and 
reliable. We printed a few duplicates, which may 
be had at 50c. per thousand names, by inclosing 
check to BAINE PRINTING COMPANY, 2005 
second Ave., Birmingham, Ala. 


ADVERTISING MEDIA 
\ TISCONSIN AGRICULTUR IST, 
Cireulation, 28,000 ; 5 lines, $ 


YRITIC MAGAZI 
( trade tickler ; 





Racine, Wis. 


Akron, OS. 
‘nts an inch 

) WORDS ) nes, 25 cts. ENTERPRISE, 
4( Brockton, Mass. Circulation 7,000. 

ou NGST« WN (O.) VINDIC ATOR, 8.4004. 6,000 
vs i. D. LACOSTE, 38 Park Kow,N. Y., Rep. 

NY person advertising in PRINTERS’ INK 

to the amount of $10 is entitled to receive 
the paper for one year. 
\ DYERTISER :S' GUIDE, | 
A line. Sub., year, 2 
l0e. ; sample, 5c. : none free. 


A tip-top 














Newmarket, J., 5e, 
; 6 mos., i xc. ; 3mos., 








EADING newspapers in Southwestern Ohio 
4 (outside Cincinnati), Dayton MORNING TIMES 
and EVENING NEWS, 14, ow da ally. 
| )Preolr COURIER 
lage and farm cir 
than any other weekly. 
Yigg aden A DAILY TIMES, only daily in On 
tario County. Circulates in 30 towns. Sub- 
scription price to farmers Wa year. Leading 
advertising medium in its territory. 


RIL BOAR D ADV 





years old. Hasa vil- 
naround Detroit greater 
Ad rate 60 cts. per inch 














reaches nearly 
villposter sign writer, 
bone Bn and fair i and Canada 
m'thly. Sub’n #1 per yr. 25c. line. Cincinnati,O, 
T HE SoU THERN HOMESTEAD, Atlanta, Ga., 

reaches 50,000 Southern homes monthly. 
Advertising rates 30c. per agate line. Discounts 
10 per cent for 3 months, 15 ) per cent for6 mouths, 
% per cent for one year 


] ‘OPINION PUBLIQUE is a good advertising 
4 medium ; it does not drink wine or whisky. 
Belisle Brothers, publishers, do not eat pianos, 
organs or bicycles veir stomachs refuse to di- 
gest flowers. shrubs or ornamental trees. The 
paved streets of Worcester, Mass., are considered 
very poor fleld for cultivating garcen or farm 
seeds. Result: We accept cash only for putting 
your goods before the 54,000 French people in 
Woreester County 












BEANS a weekly journal for advertisers. It 
> co itains photographic reproductions of the 
best retail advertisements to e found in the va- 
rious publications of the English-speaking world, 
together with many hundred excellent sugges- 
tions for catch-lines, reading matter and best ty 
pographical display of nave ‘rtisements. The only 
journal in the world devoted exclusively to re- 
tail advertisers and to the men who write and 
set their ads. Printers get many good sug gres- 
tions for isp lay from it. Subec ription = e 
ayear. Sample copy of BRAINS f rtis- 
On ates on 45 eg ation. B RAINS P U B 7 ISiTING 
C0., Box 572, New York. 
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‘HERE is only one magazine in the great 
Northwest, It is the NORTHWEST MAGAZINE. 
Thirty thousand Northwestern homes welcome it 
monthly. The surest way to cover this great 
territory and get results is to advertise in the 
NORTHWEST MAGAZINE. Write to W. H. ENG- 
LAND, 842 broadway, New York. 


( 1 00D HOUSEKE! PING, 
Springfield, Mass., 








desires good and appropriate “ads,” because 
it gives first-class service and the fact that it ap 
peals to the very best class of American house 
keey crs, who are really the buying class. 

It is an axiom that ** woman’s taste and good 
judgment unlock the pocket-book for all home 
needs.” She guides the family expenses and pur 
chases nearly all the good things for comfort and 
adornment Hence reach her through Goop 
HOUSEKEEPING 

TFublished monthly by Clark W. Bryan Co 
Address commun‘ eations about advertising te 


H, P. HUBBARD, 38 Times Bldg., N. Y. 
—_— Daal ~ 
ADVERTISEMENT CONSTRUCTOR 
Pa OT ADVERTISING CO., Newark, N. Y. 





yOmx CUTLER Whiter of Advertising, New 
e ton, Mass 


igs AE BOR O, 48 Srieckio Bldg., Brooklyn, 
, 


‘all or wri 


{ TRIAL ads $1, first order. C re A. WOOL- 
7 FOLK, 446 W. Main, Louisville, 


\ILLAM & SHAUGHNESSY, Advertising Bu 
I reau, 13 Astor Place, New York. Write. 


9 TRIAL ADS $1 until July 1. Retailers only 
2) JED SCARBORO, “Arbuckle,” Brooklyn, N.4 


le only writer of exclusively medical and 
drug er dvice or oe “les free 
I ANNING, South Bend, 


ee ADS for any r« tail advertiser not al 

ady a customer, $1. An electro of an out 

— Bar. wit 7 achad. A chance to get juaint 
R. L. CURRAN, 159 Nassau St., New York. 











ULYSSES G. 





qu the borders and type used in PRINTERS’ 
INK are at the disposal of people who have 

r advertisements put in type byme. WM 
TON, Mer. Printers’ Ink Press, 10 Spruce 
St., New York City. 








( * OOD ads like good eggs may be spoiled in the 
setting. If you want your ads, circulars, 
booklets, ete., set or printed in a style to com 
mand attention and respect, just mail copy to 
WM. JOHNSTON, Printers’ Ink Press, 10 Spruce 
t., New York 


WRITE ads that are bright, pointed and 
catchy—ads that really bring business. I am 
not a theorist nor a boaster; IT base my words 
on facts—plain, sound, honest facts. Send points 
_ a one-dollar bill for four * Business Build 
r our Rage right back if 1 fail to suit. 

LE MENT DODSON, Crutchfield, Ky. 
\ DS for retailers, general advertisers, medical 
ads, booklets, circulars. Whatever I writ« 
I put the same effort, the same concentration of 
thought into my work. No poetry, no funny, 
no smart stuff. Sample ads $1, series cheaper 
They will help you to push ahead of your com 
petitors. CHARLES J. ZINGG, Farmington, Me. 


\ ANY of your customers may never have an 
4 opportunity of seeing you or your place of 
business. The only impression they have of you 
is formed from the kind of printing you tse 
Good printing makes a good impression: ordi 
nary printing makes an ordinary impression. 
and he ad ogy makes a bad ca ssion. THE 
LOTUS PRESS, 140 W. 23d St., N.Y y, does only 
the best 








MAILING MA‘ "HINE Ss 


‘HE ae a ss Mailer 
LEXANDEK ‘pie K, Me ridian, 





FOR SALE, 

-LINE advertisement, 

5 CULTURIST, Racine, Wis. 
| YS lir 

8 Wow an’s WORK 

ee SALE—Daily paper ina sofghiotes 12,000 peo- 


stablishe sons 
paying basis. Terms easy. 





ple. Paper 


on Hudson. 


a YS BRE AKER ae ow 18x: 28, 
Sl 6 (( Long Beach, Cal 
; good job plant ; $1,000 c 4. 


nth cent of mo, rec. 


COR SALE~-A growing weekly 
Colorado town for $300, part cash. 
good and improving. 
Address FRED E, HOLT 
,EWSPAPER for sale 
York State; cient pages 


county “sity 





dress * BARGAIN,” care of Printers’ Ink 

age SALE—Controlling interest in publishing 
and syndicate business. ppor 

pany widely and favo 

chance if you spe ak quic 

TY,” care Printers’ Ink. 


] YOSTERS— Splendid assortments for collectors 

. at one, two and five 

ure,** The Reign of the 

for stamp. NATIONAL 

134 E. 79th St., New York. 
TEWSPAPER and job re in thriv ing West- 

4 ern New York tow vi 

list, advertising and job te mipaleani. 

$1,500 cash ; balance easy, or good dis 

cash, Address “CASH, 


jor SALE—Florentine 

latest face in type. 
latest thing in borders. 
latest novelty in cuts to aid adve rtisers. 





things in type that 


AMERICAN TYPE FOU NDERS’ 


specimens 


IRINTING PLANTS 
er; best in quality, best in value. 

the second best when the 
AMERICAN TYPE FOU NDERS! co., 
Phila., Balt., Picts. Cleve 
 etrhios City, 
Buy everything in one 


St. Louis, Minn. 





Portland (Ore.), ‘Frisco. 
place, and save money and trouble. 


PRINTERS’ INK. 








Good reasons for selling. 











Everything for the — 








ARRANGED BY STATES. 


Advertisements under 
Must be handed in one week in advanes 





CALIFOR 


Gov THERN CALIFORNIA'S matchless 
Los Angeles TIMES. r 18 





IOWA. 


HERALD, 
1; up to date ; 
increasing. Is it on your | list 





[UBCRCE 


circulatic 











( NE county and one t town 


one paper. The 


Carroll County better than any be r pape r 
culation guaranteed by Rowe n to be se r “th an 
any other weekly in the ¢ ounty. 
TINEL ix the only daily ) 
the field. Advertising rates based on circula- 


tion. Carroll, lowa. 








7 IOAN ~'u 
ENTUCKY. 

I OUISVILLE SUNDAY 

4 each issue. Thoroughly covers the 
of the city and suburbs. Now in its twe ing err 
Send for rates and c« -A 
COSTE, 38 Park Row, 
paper Representative. 








THE FARMERS’ HOME JOURNAL, LOUISVILLE, 


goes to the better class of farmers and ste 
in Kentucky and Tennessee every we 
read and trusted by them as their busine 8S paper. 
It was established in 1865 ts readers 1 eually 
have money to buy what the Y see advertised if 
they want it. Sample copy free 


MICHIGAN. 
pars )0 DEMOCRAT, Sault Ste. Marie, Mich, 
It should be on your list. 


] ETROIT COURIER. 31 years old. Hasa vil. 
lage and farm cire’n around Detroit greater 








—__. 












than any other weekly. Ad rate 60 cts. per ineh, 

ACKSON (Mich.) PA RIOT, mo wrning Sunday 
° and twice a week; also EVENING PREss, The 
leaders in their respective fields, Exclusive 
Associated Press franchise. Only morning news 
paper in this section. All modern improve. 


ments. The leading advertisers in the country 
are represented in their columns Informa. 
tion of H. D. LA COSTE, 38 Park Kow, N.Y 


MISSISSIPPI. 


oe WATCHMAN has a large circulation 
throughout the Southern States, and is 4 
pips yay ene medium. Send for sample 
copy and advertising rates. JAS. M. WALKER, 
Publisher, Williamsburg, Miss. 


MISSOURI. 


| 7 ANSAS CITY WORLD, daily exceeding 2,0n, 
\ Sunday 30,000, 
‘ AZEITE, West Plains, Mo., leading paper in 
¥ county. Best farming and fruit-crowing 


district in West. Write for rates 
, Fo reach the 50,000 lead and zine miners of 
Southwest Missouri, use the columns of the 


Webb City Daily and Weekly SENTINEL (success: 
tothe TIMES). A live, progressive and up-to-date 
newspaper. 





MONTANA. 


] ELEN AU INDEPENDENT 6,240 
385 Weekly. Leading ne 






. H.D. LACOSTE, 38 Par 
ork, Eastern manager, 
NEW JERSEY. 
6 ae Red Bank REGISTER has special pages 
each week devoted to rea! estate news, sport- 


ing events, personal and social matters, vidage 
happenings and general local news. 


NEW YORK. 











RAIN journal for "advertisers. It 
» contains photographic reproductions of the 


best retail advertisements to be found in the va 
rious publications of the English-speaking world, 
together with many hundred excellent sugg 
tions for catch-lines, reading matter and_best ty 
pographical display of advertisements. The only 
journal in the world devoted exclusively to re 
tail advertisers and to the men who write and 
set their ads. Printers get many good sugges 
s for display from it. Subscription price 4 
Sample copy of Brarns free. Adverti> 
ing rates on applic ation. BRALNS PUBLISHING 
ci 0. , Box 572, New 


NORTH C. AROL INA. 


[RE NEWS is not only the only afternoon 
yaper in Charlotte, a city of 19,651 popula 
tion, but it has a larger circulation in this cit 
than any other paper. The same is true of the 
TIMES’ (weekly) circulation in Mecklenburg Coun 
ty. The News and Times combined have mor 
circulation in Charlotte and Mecklenburg than 
any other three Fg rs. Advertising rates are 
reasonable. W.C. DOWD, Editor & Proprietor. 


OHIO. 


News 




















] AYTON MorNinG Tiwes, EV ~ 
WEEKLY TIMES- NEWS, * 14,000 daily, 4,000 
weekly. 
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AT) Youngstown, Ohio, the only Sunday paper, 

é “THE NEWS,” is read by 40,000 people. 
KADING daily and weekly papers in 
4 Ohio. THE VINDICATOR, Youngstown, 

d.. 6 6,000 we ekly 


“PEN NSYLVANIA. 


3 WELL-TO.DO, intelligent people, 
0), (Vf 0 who appreciate a good cine when 
Fe y see it, read the CHESTER TIMES every even 
ing. WALLACE & SPROUL, Chester, Pa. 
TNTELLIGENCER, Doylestown, Pa. Oldest pa- 
pers in the county weekly established 1804, 
daily established 1886; stanc hest oe rs in the 
county; the only journals owning their home; 
only exclusively home-made papers in the county, 
never having resorted to plate matter nor patent 


Fastcern 
8,400 


























sheets Send for map showing circulation. PAS- 
CHALL & CO., Doylestown, Pa. 
Tenn., has 50 000 people. _ The 





‘HATTANOOGA, 
( EVENING NEWS has 35,000 readers. It is an 

full Associated Press day 
machines, perfecting press. 
road towns every day. 
Best and largest list 
paper in the South. 


up-to date ne wa +, See 
report, Mergentha 
Serves all nearby 
Greatest local circulation. 
foreign advertising any 
Write for rates. 








TEXAS. 


get AND WEEKLY ENTERPRISE. Largest 
cire’n in Cleburne and Johnson Co., Texas. 


VIRGINIA. 


YNCHBU RG NEWS; only morning paper ; 25, 
4 00 population , established 1866 ; daily, 2,60 
Sunday, 2,600 ; weekly, 3 000, Let ussubmit prices 
for examination. ading paper 
Richmond. H. y K, 38 Park 
Row, New York, Manager Fore “een Advertis sing. 


WASHINGTON. 


QEATILE TIMES. 
= 















*EATTLE TIMES is the best. 
Ss 


‘PHE TIMES is the home paper of Seattle’s 60,00 
people. 
SATTLE’S daily, the TowEs, has 
the ‘gest circulation of any evening paper 
north of San Francisco. 


afternoon: 





Ww ISCONSIN. 





\ TISCONSIN AGRICULTURIST, Racine, Wis. ; 
5 lines, 1 time, $1. < in 
AGRICULTURIST, Racine, Wis. ; 


\ TISCONSIN 
semi-monthly. Established 1877 
\ \\ ISCONSIN AGRICULTURIST, Racine, 
Rates, 20 cents aline; circulation, 
guaranteed. 
Qe ERIOR makes 23,000 barrels flour every 
\) twenty-four hours. This is only one of her 
many industries. She ha. largest coal docks in 
the world. TELEGRAM is the leading paper 
in Northern Wise 5,500 daily. Adv. rates of 
H. D. LA COSTE, & Park Row, New , New York 


CANADA. 


A line yearly. 30 be ers in Prov. 
Quebec. E. DESBARA S, Ad Agency, 





Wis. 
28,000 





















~~ - 
S00) 
Montreal. 
DIG city dailies claim to do it all. ~ They do 
reach a handful of business men and politi 
cians in the towns, but wise advertisers reach 
the people by aid of the best local papers. The 
BERLIN RECORD (d and w) is clean, bright and 
popular and goes inte more homes in its ter- 
ritory than any we? newspaper. Rates on ap- 
blic: ation. W. V. UTTLEY, Mer., Berlin, Ont. 


HAWAIIAN ISLANDS. 


Suz” The live, popular 


7 and weekly. 
‘ Covers the group 
comple te ly. 


the country 
po my H. 1, 





INK. 
CLASS PUBLICATIONS. 


ADV VERTISING. 
BRAINS, a weekly 
contains photographic 
best retail advertisements to be found in the 
various publications of the English-speak- 
ing work. together with many hundred excel- 
lent suggestions for catch-lines, reading matter 
and best typographical dis play of advertise 
ments. The only journal in the world devoted 
exclusively to retail advertisers and to the men 
who write and set their ads. Printers get many 


35 


journal! for advertisers. It 
reproductions of the 





gooa suggestions for display from it. Sub- 
scription price $4 a yet Sample copy of 
BRAINS free. Ac rtising es on application 
BRAINS PUBLISHING CO., Box 572, New York. 


AGRICULTURE 
BREEDER AND FARMER, Zane “hea ty 
WISCONSIN AG! RIC U ye TURIST, t 
PACIFIC KURAL . 
FARMERS’ HOME 
goes weekly to 13,600 of the wealthiest farmers 
of Kentucky and Tennessee 
AND SHOES. 
WEEKLY, 
iND W 





BOOTS 
“ BOOTS AND SHOES” 
CARRIAGES 
HUB, 247 
le rt 


N. Y. City. 
IGONS. 


New York. 

ng all that 
ae ietidine, 
world, 


Broadway, 
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» rt of 
reulated all over the 3 
UB NEWS, 247 Broadway, N. Y. 
ne only weekly paper published in the 
interests of vehicle mfrs. and dealers. 
DANCING. 
ROOM, Kansas City. 
EDUCATIONAL. 

THE SOUTHERN SCHOOL, Lexington, Ky., 1895 

rn circulation 6.092 copies weekly—large: 
circulationin Ky. outside of Louisville. Official 
organ Ky. and Ala. State ORES Os Education, 
Rates and sample copy fre 

GERMAN. 
KANSAS CITY(Mo.) PRESSE, daily 4,500,w’ly 
GROCERIES. 

GROCERY WORLD, Philadelphia, Pa. The 
est paid circulation; the most complete 
ket reports; the largest corps of 

any groc journa 





THE BALL Semi-montbly. 








larg 
mar 
maid corre- 

pebnened 
Send for free sample copy 





< 


spondents of 
in the world 


HARDWARE AND HOUSE FURNISHING. 
HARDWARE DEALERS’ MAGAZINE, 
Largest cire wation in its fleld. 
LD. T. Mallett, Pub., 271 Broadway, 
HORSE INTERESTS. 
COACHING Philadelphia, Pa. 
HOUSEHOLD. 
DETROIT COURIER 





N. ¥. 


4,00 monthly. 





31 years old. Has a vil 
lage and farm cire’n around Detroit greater 
than any other weekly. Ad rate 60c. per inch 

KNIGHTS OF PYTHIAS. 
THE KNIGHTS’ JEWEL, 
MEDICINE “AND SURGERY 

WESTERN MEDICAL AND SURGICAL 

REPORTER, st ph, Mo. 
MINING. 

MINING AND SCIENTIFIC PRESS,San Francisco, 
MOTOCYCLE. 

1656 Monadnock Block, Chicago. 

PAINTING. 

PAINTING & DECORATING, 247 Brond- 
way. N. ¥. “he finest and most mplete 
paper published for the trade— ne ini 
worth more than price ot 2 year’s sub’n,. 

TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
YOUNG MEN. 
ASS’N NOTES, Chicago, 








Omaha, 60,000 yearly. 





MOTOCYCLE, 








STATE 10,000 quarterly. 
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IN CINCINNATI, OHIO, 


with a circulation of over 140,000 daily. 
That paper is THE CINCINNATI POST. 
The largest issue of any daily paper in Ohio. 


N ST. LOUIS, MO., 


with a circulation of over 100,QQ0 daily. 
That paper is the ST. LOUIS CHRONICLE, 
[he largest circulation of any daily paper west 
of the Mississippi River. 


N CLEVELAND, OHIO, 


with a circulation exceeding 80,000 daily. 
That paper is the CLEVELAND PRESS, The 
largest issue of any daily paper in Northern Ohio 


N COVINGTON, KY., 


with a circulation exceeding 14,000 daily. 
That paper is THE KENTUCKY POST. The 
largest issue of any daily paper in Kentucky 
outside of Louisville. 

$44444446646 


6 
The Scripps-McRae League. 
E. T. PERRY, Direct Representative. 
}!RisuNe BLoG., New York. 94 HartTrorp BipG., CHICAGO. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


t sIssued every Wednesda: iy. Ten cents a copy 
Subse ription price, five dollars a year, in advance 
Six dollars a hundred. No back numbers 

te"ror ten dollars, id in advance, a receipt 
will be given covering a paid subscription from 
date to (January Ist, 191) the end of the century. 

te CIRCULATION : A detailed statement of the 
number of copies aatenen eve issue of PRINT- 
ERS’ INK for the full year 189 yrrepared to be 
laced on file with the editor of the American 
ewspaper Directory, so that the circulation may 
correctly rated in the issue of that book for 





















1896, shows that the actual avert we edition for 
the year was 21,91 last six 
months ay 





or the last ‘four week 
The smallest issue during the yearr 
copies 1e largest, 40,300 copies. 
896 opened with nearly twice as many 
names on i subscription list as had place there 
at the be ginning of 1895. The regular issues of 
PRINTERS’ INK for the first ten weeks in 189 were 
January 20,7 700 











February 





March § 
{Being printed from plates, it is alwi uys 
possible to issue a new edition of five hundred 
copies for ), ora 'arger number at same rate. 
terP ublishers desiring to subscribe for PRINT- 
Frs’ INK for the benefit of advg. patrons may, 
on 1 opie ation, om 1in special confidential terms. 
any person who has not paid for it is 
receiving Privrens’ INK, it is bees 
has subscribed in his name. is 
stopped at the expiracion of the time i for. 








ou st pape one 


New York Orrices: No. 10 Spruce STREET, 
Lonpon AGenT, F. W. Sears, 108 Fleet S 
Cuicaco, Bennam & INGRAHAM, 315 Dearborn St. 


NEW YORK, JUNE 10, 








A LITTLE success spoils some adver- 
tisers. 


——— 
Goop advertising is largely a matter 
of good taste and good judgment. 
—S 


Too many assertions in an ad 
weaken each individual assertion. 

ONE misrepresentation in an adver- 
tisement is remembered by customers 
longer than a hundred correct state- 
ments. 


AN advertiser can change his ad 
constantly without ceasing to harp on 
the point or points he desires to im 
press on the reader's mind. The 
same one point may be impressed by a 
series of a hundred different ads. 

THE early meaning of the word ‘‘ ad- 
vertise’’ as used in the Bible (Num. 
XXIV, 14, and Ruth IV, 4) differed es- 
sentially from its present meaning. It 
was then used merely as a synonym 
of inform, Thus Balaam says to Balak: 
‘Come, therefore, and I will adver- 
tise thee what this people shall do to 
thy people in the latter days.”’ 
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INK. 
AN advertisement 
as well as too prolix. 


may be too brief 


SINCERITY and naturalness cover a 
host of other defects in an ad 


WHILE you are 
your advertisements doa 
work for you. 


aw ay summer 
little 





A roo evident eagerness to sell is 
objectionable in an advertisement as it 
is in a salesman. 





THE 139 Florida newspapers show 
a combined circulation of 67,100 
copies. No one paper is believed to 
print as many as 5,000 copies, 


PUTTING one’s self in the reader's 
ee implies a lack of self-conscious- 
ness that few advertisers possess. The 
ad writer can do it more easily because 
in the beginning he was a reader him- 
self. 

Success in advertising depends a 
great deal upon taking advantage of 
opportunities. A one-inch space at an 
opportune moment is worth more than 
a half page display at an inauspicious 
one. 





Goop display alone, nor good lan- 
guage alone, nor good argument alone, 
does not make a good ad. It is the 
fusion of the three so as to make one 
complete, harmonious whole that pro- 
puces the convincing advertisement 


NOTHING helps advertising in gen- 
eral so much as open and candid dis 
cussion of opposing views ; it tends to 
clarify the subject by allowing people 
to see the reasons that support each 
view, and gives them a chance to com- 


pare which view accords best with 
their own experience. 
Goop advertising does more than 


bring results ; it makes mo.iey for the 
advertiser. It isn’t good advertising 
to sell gold dollars for ninety cents, 
unless you have some ulterior object to 


gain.—-Push. 


WHENEVER you make a statement 
in an advertisement, make it so plainly 
and pointedly that there can be no 
possible question as to actually what it 
means. It is a good deal better to 
make it too plain than not plain 
enough. If your stupidest reader un- 
derstands exactly what you are driving 
at, there is no chance that the bright- 
est one will not.—C. A. Bats. 











ad 


sto: 

















PRIN 


Don’T try to make every word in an 
ad impressive—remember the best 
stories have but one climax. 





THE 236 newspapers in Colorado are 

given a combined circulz ation each issue 
of 228,030 copies. No paper goes as 
high as 40,000 copies, and only two are 
above 20,000, but still there are 15 
with an aggregate circulation of over 
120,000. 


SomME men have advertising 
leas, but no opportunity to put them 
into ractice. Other men have the op- 
nor..tity but not the ideas. The lat- 
ter class should subscrib- to PRINTERS’ 
Ink to learn what the others are writ 
ing and thinking. 


good 


Ir may be laid down as an almost 
invariable rule, that the less adjectives 
and adverbs an advertisement contains 
the more effective it will be. It is an 
excellent plan to write the advertise- 
ment out very fully at first, and then 
strike out all superfluous words. The 
gain in strength and conciseness will 
at once be made apparent. 


THE 327 reorgia newspapers show a 
combined circulation of 402, 800 copies. 
The highest rating accorded in the 
American Newspaper Directory to any 
one of them is ‘‘ B,” or exceeding 4o,- 
000, and this is credited to the Atlanta 
Weekly Constitution, from which, how- 
ever, no report was received. 


THAT ‘‘pruning down’’ improves 
nine ads out of tenis not an open 
question. It is, however, as easy to 


prune down too much as too little. 
The great art is to cut out only every- 
thing that is superfluous. The short- 
est road to the reader’s mind is secured 
by using not more than enough words 
to impress the thought properly. Too 
few words are worse than too many. 





IT is often the case that a business 
man expects too much from advertis- 
ing, and then condemns it if he does 
not fully realize his expectations. Ad- 
vertising is only an element in build- 
ing up and holding a successful busi- 
ness. It cannot bear the burden alone. 
There must be coupled with it the 
same degree of ente rprise in every other 
element of business success. Because 
this i is not done a vast amount of money 
is wasted in the advertising end of 
the business and advertising gets the 
blame, 
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CosTLy advertising is not necessarily 
the most effective. 


Ir is as easy to say too much in an 
ad as well as too little. 


THE 674 California newspapers cata- 
logued in the American Newspaper Di- 
rectory for 1896 are given a combined 
circulation each issue of 833,092. Two 
papers only—the San Francisco Z.vam- 
ner, daily and weekly—are rated above 
75,000, and there is but one other pa- 
per—the Daily Chronicle—rated above 
40,000, while there are 296 with an 
average of not above 220 copies. More 
than one-half of the entire circulation 
is credited to 22 newspapers—about 
one-fifth of the whole number printed 
in the State. 


THE greatest trouble of the amateur 
ad writer is what to say. When he 
sits down to write he appears to be ab- 
solutely idealess, and this soon deters 
him from making further attempts. If, 
however, he should ask himself 
tain questions he would find difficul- 
ties vanishing. Let us assume he is 
selling shoes. He asks himself what 
qualities do people look for in shoes. 
The answer is, in substance, good fit, 
good quality of leather, good wear, and 
as low a price as is consistent with the 
possession of the other good qualities 
named. From the answers to his 
question he can construct a good adver- 
tisement. What he has done is to put 
himself in the position of the purchas- 
er. No man whois unable to do this 
ever wrote a convincing advertisement. 


cer- 


THE way to get the good out of 
PRINTERS’ INK or any other trade jour- 
nal is to read it carefully, intelligently 
and discriminately, examining each idea 
advanced with a view of learning 
whether that idea can profitably be ap- 
plied in one’s own business. No jour- 
nal of advertising can give one cut- 
and-dried rules or suggestions; the 
most it can do is to furnish the reader 
with a medley of facts, opinions and 
theories, and allow him to make his 
own selections and applications To 
succeed in advertising, as in any other 
field, one must ‘Aix ; and the greatest 
aid to profitable thinking is to know 
what others are thinking and doing at 
the same time. The advertiser who 
reads PRINTERS’ INK secures this valu- 
able help in the most convenient and 
compact form, at a price a hundredfold 
below its intrinsic value. 
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THE NEW YORK SPECIAL AGENTS 


D. P. BEVANS was born in Balti- 
more, Md., in 1872. He received his 
education in the public schools of that 
city. In 1886 he entered the office of 
the Baltimore American as office boy, 
where he constantly advanced himself. 





D. P. BEVANS. 
On July roth, 1893, he was sent to 
New York as the Eastern representative 
of the Baltimore 4 merican. His office 

is in the World Building. 
THEO. K. KOHLHASS was born in 
Winchester, Clarke County, Ky, in 
1861. He has been connected with 


the advertising department of //ome 


a 





THEO. K. KOHLHASS., 
and Farm, of Louisville, Ky., since 
1885, and has since 1893 represented 


that paper in New York, Mr. Kohl- 
hass also represents the Evening Post, 











INK, 


of Louisville, Ky. His office is in 
the American Tract Societ 


LEE A. AGNEW was born in Towa 
City, Iowa, October 21, 07. His 
first experience in per work 
was in March, 1889, when he assisted 
inestablishing the Spoka (Wash.) 
) called the Spo 
man-Review. We remained with the 
Spokesman four years, tl re 
to Chicago and served in t 
tion department of the - Ocean, 
Later he entered the advertising de. 


Building, 





news 


Spokesman—now 





turned 


subseriy . 





LEE A. AGNEW. 
partment of the New York JV 
He subsequently resigned that posi- 
tion in order to return to Chicago an 
devote his time to the perfection ¢ 
wrapping machine. \fter spend 
a year in this work he was assigned t 
his present position as Eastern repre- 
sentative of the Chicago /vening Post 
with headquarters in the American 
Tract Society Building. 
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THE WAY BREED DOES IT. 

hich shows t 
care”’ way 


far West, 


urious advertisement, 
-roaring,”’ devil-may 
which they do business in the 
from Arizona. It reads: 
J. H. Breed, having re 
with the largest and fine 
brought into Arizona, is 
people of Winslow and s 
the damnedest bargains ever 
part of the world. 1 cart 
assortment of goods, w 
allow me to enumerate her 
hitch up and call on the old 
your shirt-tail he will! treat 


you anything you want i 
























Breed, Winslow, A. T.”’— 
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HOW A REAL ESTATE BOOMER 


ADVERTISES 
AN INTERV IEW WITH THE MAN WHO 

HAS DIRECTED THE RISE OF BENSON- 

HURST. 

I found Mr. W. H. Carlough, the 
agent for Bensonhurst, up to his elbows 
n correspondence and business, on a 
Saturday morning. He remarked that 
the mussed- up state of his desk did 
not require much of an explanation, 
but it was Saturday—a half day—and 
he was in something of a hurry to get 
through his work, 

After giving his } — a straighten- 
ing-up shove, Mr. Carlough pushed 
himself back in his chair, away from 
the desk, and asked me to start in. 
In appearance Mr. Carlough is a young 
man,somewher = around thirty, [ shoul d 
think. One never likes to ask an older 
man his age. Mr. Carlough has had 
charge of Bensonhurst-by-the-Sea in- 
terests for about seven years, and it is 
common talk of how well he has suc- 
ceeded in keeping the attractive suburb 
before the public. 

“When was Bensonhurst first adver- 
tised ?” I asked. 

“Some preliminary advertising was 
done in 1888, inthe newspapers. Then 
we took space in the New York and 
Brooklyn Elevated cars, on the sta- 
tions, and in the surface cars, and on 
the ferry boats. Naturally, newspaper 
advertising stands pre-eminent as a 
means for reaching the people, but the 
other classes act as good, in fact ex- 
cellent auxiliaries. We have kept up 
our advertising ever since, though we 
do not use as much space, nor as many 
mediums as we did four years ago. 
The place has become well known, 
and, in a measure, advertises itself. 
There are very few people in New 
York who are unacquainted with its 
special advantages, and who do not, at 
some time of the year, discuss them. 
Of course I refer only to the upper 
middle classes, the people we have tried 
to reach with our advertising.” 

“What mediums do you think most 
profitable for your purposes? ”’ 

“The newspapers, as I said before. 

“T should have asked you what par- 
ticular newspapers are most profit- 
able. fg 

Mr. Carlough hesitated for a minute. 

“T really do not think it good policy 
for me to mention any p articular ones. 
It wouldn’t be fair to the others.’ 
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‘‘What space do you generally 
use ?” 

‘“*We average about one hundred 


Occasionally we have 
Sc me- 


lines at present. 
deemed it wise to use more. 
Many times we have used 
in the lead- 


times less. 
as much as a quarter-page 
ing Sunday papers.”’ 

‘* Who prepares your advertising and 
places it ?”’ 

“T do. We usually stick to one 
style, like this one.” Here Mr. Car- 
lough handed me a printed slip con- 
taining a very readable ad. 


NEIGHBORHOOD 
LOGIC. 


Fill the Blanks and 

compare the advantages of 

Your Present 
Residence 


from Bat-: a 


yn Bridge? 2 








Bensonhurst with 


Time, start? 
tery or Bro 
50 minutes. 
Fare by either 

Hamilton Ferry, 1 and 2c. 





te 
age 








39th Street Ferry, sc. a 
grooklyn Trolley, 5 : 
Nassau Trolley, 5 : 

Elevated & Trolley, 5c. each. : 

Access every few 5 
day and night, inc.uding ¢ 
Sundays ~, Yes. : 

See wers as well as water: ? 
and gas? Yes, all. ° $ 
Distance of houses from: 

electric cars? All within 2 
gunshot. (S’one staewa/ks.) 

On the ocean. Destrable for ‘ 
summer as well as winter ? 2 


Yes. 





churches, schools, 











stable, siores, good ! > 
vating, bathi gi: . 

Price of land ? : 
Much less than any other ? 


place similarly developed. 





As Bensonhurst is now part of Brooklyn it 
has all city advantages including police and 
fire protection 

Its southerly exposure on New York Bay 
and its suburban style of detached dwelling 
make it desirable in summer as well as in 
winter.—Country-in-the-City. 

Illustrated circulars sent. 

Land and houses for sale. 

Apply to W. H. CARLOUGH, 
41 Wall Street, N. Y., or on property. 


‘*We always have our printer set it 
up from my directions, and we then 
send the slips out with directions to 
follow copy as closely as possible. 
Nearly all the papers come very clase 
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to our style, with the exception of the 
Herald, whose display type and rules 
concerning their advertising will not 
allow their getting it exactly. Still, 
the way they set it does not impair its 


value.” 


‘*You do not believe in changing 


the ad as often as possible ?” 
‘* No, sir. 


right work in the right place. 


‘** Do you use circulars or booklets ?” 
Our best method of 
advertising is by photographs of the 
houses and streets, and other scenes at 
which we 
frame and have hung in prominent 
They cost us, including the 
frames, about twelve to fifteen dollars 
apiece, but the miss’onary work they 
accomplish more than compensates for 
We have distributed sev- 


** Occasionally. 


Bensonhurst-by-the-Sea, 


places. 


the expense. 
eral hundreds ot them among hotels, 
big office buildings, and such places. 


Sometimes we send out circular letters 
to prospective customers, accompanied 
by a booklet giving a history and de- 
scription of the place, illustrated from 


the photographs. They pay well.”’ 


‘Have you any way of tracing re- 


sults from newspaper advertising ?"’ 
‘No, we regard that as impossible. 

Our clients rarely mention through 

what agent their attention was called 


to Bensonhurst, and those who write 
for particulars who mention the me- 
dium in which they saw our ad are 


still more scarce.” 

‘‘What is your plan of campaign 
for the future?” 

‘* That I cannot say. We are grad- 
ually reducing our advertising, though 


still keeping ourselves before the pub- 
lic. Four or five years ago we did 
much more advertising than we do 


now. At that time we used almost 
every conceivable medium, including 


magazines, weekly periodicals and re- 


We have gradually 
reduced since then, and I think the 
reduction will continue, though we 
propose to keep ourselves in the public 
eye and the public memory for some 
time to come. We have a good pro- 
portion of population. The property 
is about a mile square, and on that 
area there are about two hundred and 
fifty houses, occupied by a total of 
about twelve hundred people. They 
are nice people—people who mind 
their own business and expect others 
to mind theirs, and who are fairly 
comfortably off in the world. There 


ligious papers. 





I believe that this ad in 
the line of papers that we use does the 
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are a number of vacant lots left, and 
we shall continue our advertising unti] 
they are gone, when Othello’ s occupa. 
tion will vanish and drop into innocu. 
ous desuetude.” 

When I Jeft Mr. Carlough 
trying to get order out of the 
his desk. 

JULIAN FRANCIS RICHARDS, 
A BROKER IN STAMPS. 

A broker in postage stamps in Chicag 
has, according to the 77zéune of that city, 
cleared $300,000 in seven years. His name 
is George H. Owens. The publication of 
hundreds and hundreds of papers of all sorts 
and circulation gave birth to this absolute 
necessity—the cashing of postage stamps in 
quantities. In one day, when the World's 
Fair picture coupon craze w as at its Craziest, 
one Chicago daily received $3,800 in postage 
stamps. 1 


he was 
chaos on 








They were not good at the banks 
The paper hz ad no time to peddle them and 
the cash must be realized at once 
Such a state of affairs, only of somewhat 

milder character, happening daily, nearly a a 
score of years ago, came to the knowledge of 
one Owens. Sweeping together some bits f 
capital into a bank account, he circulated 
among the heavier stamp receiving business 
concerns and bid all the way from 95 to 97 
cents on the dollar for all the odd job lots 
vault stored stamps that he could get track 
of. At first the tedious recount of the great 
quantities of stamps at the time of purchase 
was made with the aid of the merchant sell- 
ing them. This, however, proved a torm 
—detached, wrinkled up and stuck toge 
as most of the big lots were. After wasting 
of much valuable time on the part of their 
cashiers over what was everywhere consid- 
ered an utter nuisance, the banks, news. 
paper offices and business houses gradually 
sh‘ fted the cou..t on him altogether—savea 
cursory sizing up of the “* pesky torments 
as they came in. Owens gave his check 
for the count indicated on the bundle, and 
when he got home, if there was a mistake 
he charged it up to the customer, and it went 
as a discount on the next deal without a 
question. The same thing ruled, afterati 
in the matter of the packages retailed. They 
were paid for unhesitatingly, and any mis 
take his customers might afterwards speak 
of finding, Owens would cheerfully allow 
Tius absolute confidence was establ lished. 
Chicago mg ail-order houses and news 
counting-rooms were not slow in advis 
their other city friends of the Chicago 
for the stamp curse, and thus the stamp 
broker was freely and without expense adver 
tised from Maine to California, until after 
years of much profit the ** old man” retire 
on his pile, to be succeeded by his son, wh 
in his stock exchange office the other d 
showed an order he had just received from 2 
Eastern brewing company for 400,000 two-ce 
stamps ($8,000 worth) at one per cent discoun 
Most of the stamps handled are ones, twos 
and threes; other denominations only * 
the broker has customers for them. Great 
qui antities of Canadians are trafficked, show- 
ing an immense mail-order trade for Chicag 
with Canada. 







































> 
WHEN you the fickle goddess woo, 
Know this, and you ‘ll be wiser— 
That fair Fortuna dearly loves 
The constant advertiser. 
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WINNING AND LOSING. 

“Win an argument and lose asale.” It 
never pays to argue with a customer as to 
what he should buy. Let him know what he 
wants as to style, etc., and then be particular 
to suit him.— Shoe and Leather Fournal, 

> 


Displayed Advertisements. 











so cents a line; $100 a page; 25 per cent 
extra for specified position—tf granted. 
Must be handed in one week in advance. 





“WISCONSIN ACRICULTURIST, | 
WISCOND LINE. Wise . 








r lists. ARKER, Bethlehem, Pa. 


Lynchburg NEWS {s:800 Wecuas: 
4 YEARS i THOUSAND 


OLD. CIRCULATION. 


THE RECORD OF 
BRIDGEPORT'S ONLY MORNING PAPER, 


THE MORNING UNION. 


BRIDGEPORT, CONN. 
t ..RATES ARE LOW.. —22 


The Evening 
Journal, 


JERSEY CITY, N. J., 
IS GETTING ON NICELY, THANK YOU. 
They find it pays. 


STAMPS FOR COLLECTIONS Send 

















So are its advertisers 








“FISHERS OF MEN” 
The shrewd advertiser who drops his 
into the Jackson, Tenn., 


«~WHIG.. 


issure of a good catch. 
Only morning paper in a radius of 
one hundred miles—a veritable Alex- 
ander Selkirk in its territory. Jack- 
son is an up-to-date city of 15,000 
inhabitants without a clam or a 
mummy. It is a manufacturing, 
railroad and educational center and c 
the trading murt of 309,000 peuple 
of snap, push and cash. 
The WuiG¢ is the key to the situation. 
L, J. Brooks, Prop’r, Jackson, Tenn. 

H. D. LA COSTE, 
EASTERN REPRESENTATIVE, 38 PaRK Row,.N,Y. 


Lr SS SS ES SS SS SSE SS 
Sse SSS S55 55555555 ==F/ 








N We advertise for advertisers because we W 
" know our advertising pays advertisers M 
N who advertise ir our advertising columns. M 


H eae > aan 
1 Results tec Rermaneat pat 
y Tonage for the publication. i 
\ ‘* What it is?”’ \ 
‘The Agricattaral Epitowist, ‘ 
‘The Agricattaral Epitowist, ‘ 
m Indianapolis, Ind. H 
} Circulation Over 125,000 Copies. 
" Advertising 6oc. per line. " 
W No discount for time nor space. Pub- 


h lished monthly, " 
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Aa ITIz TOPEKA, KANSAS 


Clreulation 7,600 guaranteed—larger circula- 
| tion than any other Kansas weekly. For rates, 
etc., address C. Geo. Krogness, Marquette Bldg., 
Chicago, IllL., Western Agent. 


It Leads Them All... 


“ The Daily Republican's” Circulation 
ts from Four to live Hiundred Copies 
more per day than any other Daily 
Paper published in Bucks County, Fa. 

The publishers of Rowell’s “ American News 
rg directory,” in sending out the Directory 
or this year, say of THE DatLy REPUBLICAN, 
that it has 
“4 Higher Rating than any other 

Datly Published in the County.” 

The medium for Advertisers, sure. Weekly 
edition issued in connection with the Daily. 
For Rates, address 

REPUBLICAN PRINTING CO., 


DoYLEsSTOWN, Pa. 














One Part 
of my 
Business 


As a printer is the getting 
up of really artistic . . . 


Display 
Advertisements. 


I believe that no other printer can do 
this class of work so wellasI can. I 
| have the expe rience and the facilities. 
| All the display type and borders that 
jare used in /’rinters’ Jnk are at the 
disposal of my customers I 
customers for this class of 
every part of the United States and 
several in England. 
pages of /’rinters’ /nk are a specimen 
of what I can do for you. 


have 
work in 


The advertising 


Remember, 
I do every P y y and I want 
kind of rinting to do some 
of yours, so that I can convince you that 
my style of work is just what you want. 


It is plain, yet artistic. It is easily 


}read, and the points which you want to 


lay particular stress upon can be seen 
at a glance, 


Address WILLIAM JOHNSTON, Printers’ Ink 
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Press, 10 Spruce St., New York, 
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10 Cents a Copy. 


agazines to carry the cok 


Iv 


laurels. 


52 Lafayette Place, 


GODEYS 
MAGAZINE. 


Godey’s for June is the first one of the 


ory Soap. It is a beauty. 


Godey’s is improving 
her magazines will have to k 


f'ress, New York City. 


Guaranteed circulation for 1896, 


one million copies. 


Send for rates, 


THE GODEY COMPANY, 


al 


$1.00 a Year. 


. Southern 


red insert of 
~ cation, 


so rapidly that 


90k to their 


south of the Ohio River, 


New York, 
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Farmer, | 
Athens, Ga. 


The leading agricultural publi-) 
and having the largest cir- 4 





culation of any paper of its classQ 


nin the South. 


It thoroughly covers the country! 


and isQ 


read by the best people in that) 
» great territory. u 


No advertiser, who omits this} 


) paper in placing his business, can § 
> hope to reach the people. Adver- 
Utising. rates very low. Address) 


THE SOUTHERN FARMER, 


ATHENS, GA. Q 
. r 

























To Reach 
The Masses 


Is quickly answered 
by placing an 


Ad 


in the 


“TNO GOSPEL NEWS 


An Undenominational 
paper for the Home, 
Published every 
Thursday. 

WRITE FOR RATES, 
ADDRESS 
THE UNION GOSPELNEWS 
CLEVELAND, OHIO. 











Des Moines, lowa, 


Daily News 


GUARANTEES A 
CIRCULATION Of 


14,800 Daily 


Largest in the State and in the City 
of Des Moines. It is re ad by m re 
people of Des Moines than all other 
nailtes combined. De 

the C naive f lowa, a cit 
people, noted for its beautif 
great wholesale h« 
able railways, exten 
uring inte re sts, many 
ext sllent schools and coll 
the a abalone of these people 
and try the 


Des Moines Daily News 


Eastern Office 
1227 Am. Tract Society Bldg. 
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A “Century” 
Pony UPSTAIRS 


and 


A “New Model’ 


Web 
DOWNSTAIRS 


Bespeak a Prosperous 
and Progressive 
Newspaper 
on the ground floor! 
+ 
Campbell Printing 
Press & Mfg. Co. 


6 Madison Avenue, New York 
334 Dearborn Street, Chicago 








If you want the trade of Peoria people, 


the most of it, 
the best of it, 


fou've got to use the paper that reaches 


Largest Net Paid Circulation 
of any Evening Paper in 
Jackson, Mich.—that’s 


The 
Evening « Press 


(Formerly The Evening Patriot.) 
2,203 Daily. 


The only Morning Paper in 
the City is 


The Patriot. 


Daily, . 3,117 
Sunday, 3,401 
Twice-a-week, 3,046 
Prices for space and copies of 
the paper of 
Eastern 


Advertising 
lanager 


H. D. La Coste 
38 Park Row 
New York 
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the most Peoria people, 
the best Peoria people, 


The Peoria Transcript. 
Saws 
Eastern Office, 150 Nassau St., New York. 
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Hello... 


Is this the Advertising Office of the Christian Guide, 
published Ww eekly at Louisville, Ky. ¢ 

Yes, sir! 

Well, how about our change of copy for next issue ? 

Have you ordered it ? 

Yes ; order went last night, will it be filled promptly ? 

Yes, sir. 

What kind of Advertising do you consider best adapted 
to our use, display or reading matter ? 

Display, as our artist says it is a splendid subject for 
illustrating and he can do exceilent work. 

All right, I thank you for giving it so much careful at- 
tention, and I am sure good results will follow. 


..--GOOD BYE. 
Always address 
H. C. HALL, Advtg. Mgr., 
22 Witherell Street, DETROIT, MICH. 


Any Old 
Lemon Huckster 


Could go through the streets of Brooklyn and shout 
your business until his voice became as rough as a 
rasp, but ’twouldn’t do you any good, because people 
wouldn’t believe him. But if you preach your busi- 


ness in a genteel way through the columns of 


THE eee. 


Standard Union 


You'll get results, because the refined element of 


Brooklyn read it and have faith in it. 
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Anaconda Be 


(Montana) 


#” Standard, 


Daily and Sunday. 
We 
Covers Montana almost to the exclusion 
of any other Daily newspaper, and enjoys 
a large general circulation in [daho, East- 
ern Washington, Northern Wyoming and 
the Dakotas. 


Ae te ee Oe 


Reseeseseses 





SHE IPE IPE IPE IE IPE IPC IPS 
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A Fair and Fearless Newspaper. 


nwt DOS T 


Needs only to be read by an advertiser; 
makes no difference whether you live in 
Denver or New York. A glance tells a 
story to thinking advertisers that prompts 
POST patronage. A sample copy and 
particulars cost nothing. oe 





Always address 


Or, 
J.E. VAN DOREN THE POST, 
SPECIAL AGENCY, as 
Tribune Bldg., N. Y. Post Building, Denver, Colo. 


CiCiOI Siete sete rete sie 


A 
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The Best of the New States is 
WASHINGTON, 


Because Nature has done most for it. 
The Best City in Washington is 
TACOMA, 


a 


7 
> 
> 
» 
7 
> 
> 
b 
b 
> 
> 
> 
; 
> 
> 
Because it has the largest 
Local and Ocean Trade, 
The Most Factories, ; 
Best Railroad Terminals, 
A Line of Trans-Pacific Steamers,  § 
Biggest Wheat Warehouses. ; 
Largest Coal Bunkers, and 
Most Progressive People. 
b 
> 
> 
> 
> 
> 
> 
> 
7 
, 
7 
7 
> 
7 
> 
7 
> 
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# 


The Best Newspaper in Tacoma is 


exo THE LEDGERae 


It has the Best Equipped Office 
in the State. 


Prints the Most News, and has the Largest 
Circulation. 


vitapdaaead Reads it. 
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To Reach The Best 
Class of Readers of 
Northern Ohio, .# 


*USE THE 


Cleveland Plain Dealer 





. and the.. 


{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
| Evening Post. 
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¥ 


THE PLAIN DEALER has the largest 
j morning circulation of any newspaper in 
( Cleveland. 


PLAIN DEALER PUB. CO., 


C.E. KENNEDY, GENERAL MANAGER. 


{ FOREIGN ADVERTISING DEPARTMENT, 
C.J. BILLSON, Manager. 


Tribune Building, Chamber of Commerce, 
NEW YORK. CHICAGO. 
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DEPARTMENT OF CRITICISM. 
By Charles Austin Bates. 


Advertisers everywhere are invited to send matter for criticism ; to propound problems and 
to offer sug 







ADVERTISING IN GENERAL. 


I wonder if people will ever get 
over the idea that mere cuteness 1s 
good advertising. 
~ [wonder if people will ever be able 
to distinguish between real cuteness 
and painful cuteness. 

I wonder when they will learn that 
good advertising is just the commonest 
5 
kind of common sense, and that the 
object of adv ertis'ng 1s to convey sen- 
sible information. 

[am reproducing the following let- 
terand advertisement simply to show 
how utterly bad an ad can be and still 
have admirers : 

Rumrorp Fautys, Me., May 9, 1896. 
Printers’ Ink, 10 Spruce St., New York: 

GENTLEMEN—We inclose clipping of a 
bicycle ad, original in the Rumford Falls 
Times of May 8th. We consider it has as 
many valuable points as any bicycle adver- 
tisement we have ever seen. 

Study every line and you will find it hardly 
possible to cover more of the important points 
in the same space or words. 

We would be glad to see this reproduced 
in Printers’ Ink, if it is really valuable, as 
its writer is a lady in our town of some talent, 
and this is her first attempt at a_ writing, as 
far as we know, so we feel like encouraging 
her, Very res ectfully, 

Rumrorp Fats PusBiisuinG Co., 
(Dictated) E. N. Carver, Manager. 





AN ACROSTIC. 
Diceohave seen. = here sought. 
ycles are sold ; ycles are bought. 


ook at my style ; ook at my speed ; 


am the finest, am indeed. 


ause and consider, ause ye and think. 


lee my gay color, ee my bright links. 

clipse is my name, clipse is my game, 
At CLIFFORD’S you’ll find me ’ere the 
same. 





When I see an advertisement like 
this I feel a succession of shivers run 
down my spine. It is absolutely pain- 
ful to think that any one could have 
written such stuff in sober earnest. 
The fault is not with the writer of this 
advertisement, who has undoubtedly 
deen misled as: to what advertising 
really is, 

Ihave perhaps three or four letters 


tions for the betterment of this department. Anything pertaining to adver- 
f rankly and fairly, Send your newspaper ads, circulars, boo 
me your advertising troubles—perhaps I can lighten them. 
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every week from women who would 
like to write advertisements and who 
perhaps have written some advertise- 
ments. I think that without exception 
the advertisements they have sent me 
for criticism were written in—I don’t 
know whether to say verse or rhyme, 
because meter and rhyme are seldom 
right, 

There may be in this a thought 
worth considering. The fact would 
seem to indicate that women believe 
rhyming ads to be attractive, and it 
would naturally follow that they would 
be attracted by rhyming ads. 

The trouble with almost all rhyming 
ads is that they don’t rhyme and they 
don’t ad. Once ina while you stumble 
across one that is bad enovgh to be 
good because it is ludicrous, but ordi- 
narily they are just simply plain bad. 

This present advertisement of the 
Eclipse Bicycle tells absolutely nothing 
about the Eclipse Bicycle, and yet my 
correspondent says: ‘* Study every line 
and you will find it hardly possible to 
cover more of the important points in 
the same space of words.” 

The advertisement occupies five and 
a half inches double column. That is 
enough space in which to tell all of the 
points about a bicycle. In this ad 
there is not a single solitary item of in- 
formation except that Eclipse bicycles 
are sold at Clifford’s. 

The ad says that Eclipse bicycles are 
‘‘the finest,’’ a statement which no 
one will believe so long as there are 
Columbias and Victors and Spauldings 
and Humbers in the market. 

The best bicycle ad I have seen this 
year was one of the Waverley bicycle, 
and the thing that made it best was 
the fact that the ad started by saying : 
**No one bicycle factory makes all the 
best bicycles.” The ad didn’t say that 
the Waverley was the greatest or finest 
or grandest bicycle in the world. It 
simply said that it was a good bicycle, 
as good as any other bicycle, and “that 
for certain perfectly tangible reasons 
it was sold at a slightly smaller price 
than other equally good wheels. 

That’s the kind of argument that 
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will sell bicycles. It gave mea good 
opinion of the Waverley right away; a 
good opinion that I hadn’t had before, 
because before this the Waverley ads 
have been bad. 

{f advertisers and advertisement 
writers will just stop being cute and 
stop straining after effect and talk hard 
sense from start to finish, all advertis- 
ing will be more profitable than it is 
now. 

The way an ad looks and the way it 
sounds amount to very little compared 
to what it actually says. What you 
say is of first importance. ‘Then comes 
the manner of saying it ; then the ap- 
pearance. If an advertiser gets these 
points in proper sequence he will have 









































gone a long way on the road to good 
advertising. * 
* 


Milton & Company, Philadelphia 
clothiers, recently advertised a sale of 
one thousand silver dollars at ninety 
cents. I should call this bad adver- 
tising, and suppose that very few - 
ple would go in to buy the dollars. it 
put them too much in the light of beg- 
gars. The scheme might possibly at- 
tract children, but generally a business 
man does not care for a crowd of 
children in his store. This sort of 
thing has always seemed to me the 
acme of foolishness, and doesn’t adver- 
tise the goods nor doesn’t prove any- 
thing about the store. It may possibly 
make people talk, but that is not al- 
ways good advertising. The best ad- 
vertising is that that tells in a sensible 
way about the goods that are offered 
for sale. That is real advertising. All 
of the smart schemes that are used are 
susceptible to the same criticism. They 
are not sufficiently direct. They are 
neither self-respecting nor dignified. 
Perhaps it was the idea of Milton & 
Company to prove that advertising was 
not good by demonstrating that they 
could not sell dollars for ninety cents. 
I think that it was this same concern 
that some time ago placed an expensive 
suit of boy’s clothing in its window, 
marked at a ridiculously low price, and 
then said that people were fools for not 
buying it. Even if they had failed to 
sell a single dollar, it would not have 
proven anything except that the 
scheme fell as flat as it ought to fall. 
It would not prove that people did not 
read advertisements and it would not 
prove that they did not buy advertised 
articles. 

On a par with this scheme is one of 
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E. H. Shaw & Company, of New Bed. 
ford, Mass., who offer a credit of 


twenty dollars on any one-hundred 
dollar bicycle purchased in their store. 
to any one who would cut out and pre- 
sent the advertisement. This j 





ply equivalent to selling a h 
dollar bicycle for eighty dollars, How 





does it make the test any more distinct 
than it would be if the propositioy 
were made simply and plaiuly to sell 
certain wheel at a certain price. There 
is no need to insist that the ad be cu 
out and brought in. Asa matter of 





fact, I do not suppose that this was in. 


sisted on. Probably any one wh 


brought eighty dollars into the store 
could have one of the wheels whether 
he had ever seen the ad or not. Thaye 


no patience with test ads of this sort 
It is easy enough to test the efficacy of 
any medium. The only way to really 





test it is to go about it quietly and 

vertise just as you expect to advertise 
allthetime. It is the general run of 
every-day ads from which you must 


receive returns if your investment ist 
be profitable. You can’t judgea paper 
by the results from one special ad, 
You can’t tell anything about the valu 
of a paper by saying, ‘‘ This ad is 
worth twenty-five cents to any one wh 
will cut it out and bring it in.” The 
way to test the value of an advertising 
medium is to put in a_ business-like 
proposition—the one you expect your 
customers to accept when they come 
into the store—and then see what the 
results are. To illustrate A Boston 
bicycle manufacturer placed a quarter- 
page advertisement in J/zsey's Maga- 
stne for June. The advertisement of- 
fered a certain wheel at a certain price 
—the price at which the wheel is tobe 
sold to everyone all the time. The 
magazines went on news-stands late 
in the afternoon of May 29th or early 
in the morning of May 3oth, I am not 
sure which. On Monday morning 

June Ist, this advertiser received 
eighteen answers to his ad. He doesn't 
have to run a test ad to find out that 
people read the ads in J/znsey's. He 
doesn’t gain any fictitious ideas about 
the efficacy of the medium. He made 

a straight business proposition—the 
same one he expects to make mont! 

after month, and on which he expects 

to make money. If he gets returns 

from it one month, he is sure that he 
can get returns from.it another month 
If the proposition appt als to the read 
ers of Munsey’s Magazine, it will ap 
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peal to the readers of other magazines. 
Allthis advertiser has to do is to fig- 
ure the cost of his advertising and the 
cost of his goods against the gross re 
turns of the advertising. He can tell 
toan absolute certainty whether or not 
the advertising is profitable. If he 
had advertised some very special thing 
as a test advertisement and had re- 
ceived returns, he would not have 
proven anything. He would not know 
anything about the value of the adver- 
tisement or the medium. He would 
not know whether or not it would sell 
goods in a business-like way at his 
reguiar prices. The trouble with 
most of these tests is that they prove 
nothing—that they do not test. 
* * 

The Standard Air Brake Company, 
New York, have issued a new catalogue. 
Itis a book about ten by twelve inches, 
It contains thirty-four pages of reading 
matter and its one distinctive feature 
is that it is bound in cloth. This feat- 
ure is enough to give it a character of 
its own. If it had been bound in paper 
or in card-board covers, I would have 
probably thrown it into the waste- 
basket without thought or comment. 
It would have then been just about 
like ten thousand other catalogues. 
The cover is made of a light colored 
linen cloth and is printed in green ink, 
just as if it were paper. I suppose 
that the binding of this catalogue cost 
nomore than a great many multi-col- 
ored lithographed covers. I fancy that 
the cloth cover will save the book from 
the waste-basket in nine cases in ten. 
The idea is one that other catalogue 
makers would do well to follow. 

* % 
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RETAIL ADVERTISING. 


W. I. Hopcson & Son, ) 
Real Estate Agents. » 
New Or.eans, May 11, 1896. ) 
Mr. Charles Austin Bates: 

I am now a subscriber to Printers’ INK 
and have been for the past two years, and as 
per your invitation for advertisers to sen 
you matter for criticism, herewith inclose a 
page of auction ads for your criticism, and 
by way of explanation will say: 

We have here a Real Estate and Auction 
Exchange, composed of about 20 members 
The N.O. Picayune is our official organ, and 
during the busy season, just now, as many as 
2 to 25 columns appear each Sunday, our 
association paying this paper from $20,000 to 
$25 000 more per annum for ads. 

Ihave been recently adopting a new way 
of writing my ads, as the paper will show, 
the other ads being written in the same way 
as for the past twenty-five years, none of my 
confreres having made any attempt to change 
the old style of wording or setting up, no 


doubt thinking that well enough should te 
the rule. 

I have tried to profit by your paper, and 
branched out as shown, to try and introduce 
modern methods and leave the antique be 
hind, for I am progressive and have PRin1 
ERS’ INK to thank for what little I know, and 





want to know still more, so I write this to ask 
you to criticise the page and tell me how I 
shall still improve on my methods, and to ask 
how my feeble attempts compare with the 


other ads sent you, written by older heads 


and more mature minds. 

lf my ads are as good as the others, say s 
If better, let me know. If not as good, please 
let me know where I fail. 1 want my ads 
readable and interesting, not dull and dry, 
full of measurements. I will say that we 
always have drawings made showing meas- 
urements exactly, which are publicly shown. 
The idea is to advertise to bring buyers to 
the place of sale, not so much to give every 
detail ; the plan shows that 

Awaiting your reply, I am, yours respect- 
fully, . H. HopGson. 


It seems to me that Mr. Hodgson 
is making a mistake so common among 
advertisers—the mistake of thinking 
display the most important part of his 
advertising. 

It is not necessary to produce any- 
thing novel in advertising to insure 
success. The mere fact that a thing 
has been done for twenty-five years 
does not necessarily prove it to be 
wrong. The object of advertising is 
to convey information. That is the 
thing that should be thought of at all 
times. Everything else is secondary 
to this. Double pica gothic may some- 
times help things, but it isn’t always 
necessary. 

Mr. Hodgson’s ads are full of dis- 
play lines which take up space and do 
not add to the advertising value of his 
work, Of course it’s a good thing to 
make one’s ads stand out on a page of 
similar ads, but I am inclined to think 
that any one who is interested in real 
estate will go pretty carefully 
every advertisement on the page de- 
voted to that subject. I should think 
where the real estate agent’s adver- 
tisement is on a page with anumber of 
other ads of the same character that 
his principal object would be to fully 
property and to save as 


over 


describe his 
much space as possible. I don't be- 
lieve in saving space at the cost of the 
effectiveness of the ad, but ona page 
of real estate advertisements I think 
display is unnecessary. Perhaps it 
would be well to display a single line 
asasort of index. The line, ‘‘ A Fine 
Factory Site,” i good bold letters 
would naturally attract those who 
were looking for that kind of prop- 
erty. There is no use displaying any- 
thing else in that ad. A man who is 
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looking for a factory site will take his 
time about it and will read all the ad- 
vertisements he sees that have any- 
thing to do with such property 

The problem in real estate advertis- 
ing is just the same as it is in every 
other kind of advertising. The real 
estate dealer wishes people to know 
just what he has to offer, The suc- 
cess of real estate adv. rtising depends 
upon the demand of the real estate it 
advertises. I doubt if advertising ever 
created a demand. It simply tells 
where an already existing demand can 
be supplied. 

People talk about creating a demand 
by advertising. I don’t believe that 
this ever happened. People may need 
things without knowing it. The suc- 
cess of new inventions proves this. 
Business men needed telephones a long 
time before they were invented. ‘| here 
was a demand for quick and conyen- 
ient means of communication, and the 
demand set the inventor’s brain at 
work, 

Now the Metropolitan Telephone 
Co. is advertising its service. It is 
advertising because it knows there is a 
demand for it, and that the only peo- 
ple who do not have a telephone are 
those who do not know the conven 
ience of them, or who think that the 
cost is too great. The demand is there 
all the time, and it is the same in every 
line of business. The advertising 
problem is simply to tell people that 
what they need may be obtained, and 
where and how and from whom. 

x 





¥* 
Sometimes I don’t know whether to 
think that business men have too much 
faith in advertising or not enough, 
Some of them seem to think that ad- 
vertising in newspapers will do the 
whole business. They seem to think 
that it is what they say in their ads 
rather than what thev do in the store 
that will bring them success. 
Advertising that is not backed up 
with good business management is 
worse than useless. There is no use 
getting people into a store unless they 
can be satisfactorily treated after they 
get there. Incompetent clerks can 
spoil the effect of the best advertising 
in the world. Advertising is a part 
of the salesmanship of the store. The 
best salesman behind the counter can 
do nothing unless advertising of sqgme 
kind brings buyers to him. Advertis 
ing is the ‘‘ accessory before the fact.” 
The following story taken from the 
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Dry Goods Chronicle is sixuply one of 
thousands of stories that could be told 
about the utter incompetence of 
people behind the counter. 

The other day I happened ir arge West 
ern dry 
see the buyer of the dress 
a young man of about twenty-fi 
up to wait upon a custome r for} 
the very manner in which he 
cated beforehand that he w 
sale. There seemed to be an 
on his j art that hec ouldn’t tn 
plaids. ‘* What sort ofapl 
said he, *‘ our stock is low t 
turned toward the fixture 
w ondering what he had 
could count sixteen or eight 
plaid in that fixture,yet he was 
to show. ‘* How is this?’ } 
Stuart on the counter without 
opening it up. ‘* No, it’s t 
the customer, where the f 
have revealed darker 1 





oods house, and wt Waiting t 


hg t 











1d Tf 
* How do you like this 42d ? 
plaids is down.”’ i tl ise of a mai 
_ this around you? A mer i 


not only wants die: exact chi 
as sk for, but would also like t 
step be hind and ei k them 
shelves. Ofcourse, his cust 

he went further, and the pr 
that she would strike s I 
store where they had about one-third 
stock, yet some one wh was intereste 
enough to open them up and talk of their 
merits would effect a sale 
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This customer went out of the store 
with a bad impression. She left be- 
lieving that the stock w . a poor one 
and very probably with the idea that 
clerks were not accommodating. 

Advertising such a store is a waste 
of money. There is no use drawing 
people into the store just for the sake 
of driving them out < 


READY-MADE ADS 


[1 do not write these ready-made ads. They ar 
taken wherever they are found, and credit is 
given tothe author when he is known. Contr 
butions of bright ads are solicited. The nam 
and address of the writer will be printed, if} 
wishes it to be A.B 
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For Piap 


Weaver Pianos 


are celebrated for their sweetr 
of tone, elastic touch, artistic finis 





and durability Such a pian 
THE WEAVER is an almost 
pensable—and certainly not an¢ 


pensive—adjunct to your 
Sold on easy terms of 


$5 PER MONTH. 


Needed wile 
About the House. 


A little paint or stain will 
wonders on that dingy wooe 
work or the bare floors. 
money will buy best and 1 mos 
here. 
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€ of For Dentistry. | For Children’s Clothing 
es ’ } * 
the A Camel’s Back ‘Your Attention, 
will stand a great deal, but the pro- 

West yerbial last straw breaks it. A fishing rod Please. 
gt will stand just so much strain before it| his store is famous for the care it gives to 

reaks. y 1 innot put é wali’ ng more int wear f< r the little f< ylks. y u'll find the 





ttle that is absolutely full. Ther a 
nit to everything on ymy n Dentistry 

i wn to a certain pi I belos 
nomy. It is possible to do 
Dentistry at the oe. ie we 
ossible to do good work for 
x we do is guaranteed, 


mother’s touch is here. 
New Sailor Suits, in Wash Goods, pretty as 
| a picture, $1.50 to $ 










Always clean, fresh and bright are 

' 14 Tan Duck Tam O’Shanters 

Cotton, ie, 

pac at has two en hable Covers and 

detac hi ab le Silk Banc 
$ 














| 
For a Laundry. vi $1.25. 
in Boys Shirt Waists, 73c 


We Are 


=" ing Out 
See vere, tt gmdey| That 


whitest, cleanest, laund 





For a Carriage Maker. 





gs work in America—the only kind gox« 

t enough for you. ” Spider Phaeton, 
Then, if you care anything 

promptness you'll like our delivery sys 





For instance, is an example f 








our ability to turn out work equal 
e Ve > as pu tal as ri rk 
=, 7 is punctual as clockwork ay gree tenant ot wegen 
a oA “a ndle e! | politan builders This is only 
at your bundle come 


one among the many new and 
stylish equipages now on exhibit 
in our show rooms pu’re wel 
For Dry Goods—( By Fas. Macmahon) come to inspect. 


Drop postal and wagon will call. 








ic: | Grenadine Suisse, fur a Beker; 
r anew fabric, which is acom- It’s 


fin est silk and pure S¢ -a Island 


be ae Trouble to Bake 

nade ring ( amex yt lim, a 

r preferab le to the so-« alled at any time. It’s more than a trouble 
mes in elegant combina-| during the h summer days. Not at all 
ed and dimity gene We wd that for you—save you 












es of colors in both core 











ast ts, and is numbered among the most de- the trouble and additional cx f fuel. 
e sired of thin goods. e have, during the We make every aealien of Bread, Rolls, Bis 
season, sold stacks of them at 37!4« a| cuits, Cakes and Pies eine of all kinds- 
nanza bargain, we we in for this nak s| Angel and Suns! rine Cake ao ialty. Every- 





pieces at | thing FRESH EVERY 
19 PER YARD. | - 
For a Grocer. 
For Filte» 


You Can Drink bombed Yous . 
T The Muddiest Water | Summer Home : 














tefore leaving the city you will 
in existence after it has passed find it advantageous leave an 
through a ““CRYSTAL PURITY” order for Groceries, Table Luxu 
FILTER, of which we are sole agents ries, et Country stores do not 
A perfect water clarifier and purifier handle the goods you will want 
lf-cleansing simple in its working besides, our prices are so much low 
and positively can't get out of order, er for THE BEST 
and will transform the Potomac at its | ——— 
muddiest into sparkling, crystal, clear r Dry Goods—( By Fas. Macmahon). 





water. - 


x or Unkvwar »\Advertised 
- Summer |Low Prices 


| Without the supporting crutches of style and 
jas lity are meaningless, when, as now, 
yman’s knowledge of both is almost intui 


Underwear. 





While the weather may be a bit uncertain] tive. Large type argues nothing for worth, 

lay aside all winter clothing, the heavy | wear or fashion. We prefer to attract by the 

york underwear can, with safety, be taken off e xcelle nce of our assortments, their superior 
» French and Domestic Balbriggan, India | ity in selection and adaptability to the varied 
\auze and Light-weight Woolens, scc and studied wants of an up-to-date patronage 

host Jean and Barred Mu 1 Drawers, with | Our satisfying of every low price desire is 





astic ankles, sox what makes ours the best known and the 
STRAW HATS, $1 to ‘$2 .50, busiest corner on Boston’s busiest street 
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The St. Louis 


upon the guarantee that its average ‘Pard 
Circulation, Sundays and Week-Days, 


Republic combined. 


In City Circulation 


during the past year. 


Net City Circulation 


Within the cities of St. Louis, East St. Li 
and immediately adjacent suburbs, 


Over 53,000! 


likewise the ie gest. 











Post-Dispatch 


Gives Quantity and Quality of circulation, 
will accept Sunday and week-day advertising 


greater than that of the Globe- Democr: it and 


The Post-Dispatch has gained over 7 nour 


The Post-Dispatch’s Country Circulation is 
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and 


City 


is 
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Cripple Creek 
Nuggets of Gold 


Nugget J 
NEVER before in the history of wonder- 
ful Colorado has the mining industry 
been so successful. 


Nugget 2 . | 
NEVER before such interest in the glori- 
ous Centennial State. 


Nugget 3 


NeEVER so much money invested. 


Nugget 4 


NEVER so much money made. 
Nugget 5 

NEVER such an opportunity to advertise. 
Nugget 6 


NEVER such returns. 


Nugget 7 
NEVER such a paper to advertise in 


The — Times 


Known circulation 
Excocding IU, 000 D Fx<ssine 34,000 


Rates and information 


A. FRANK RICHARDSON, 


Chamber of Commerce, Tribune Bldg., 
CHICAGO. NEW YORK. 
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THE SOLID CONFIDENCE 
esseses AND SUPPORT see 


of more than 94,000 women subscribers who want a clean, 
helpful, practical family journal, devoted to home affairs, jg 








possessed by 


The Minneapolis 


Housekeeper 


SEMI-MONTHLY. - TWENTY PAGES 


The Housekeeper has been taken, read and loved by its patrons 
for twenty years. It is not a paper of mushroom growth. | Its 
readers are of the great, intelligent, wel!-to-do middle class, 


THEY BELIEVE IN IT—LOOK TO IT FOR GUIDANCE 
—RELY UPON ITS ADVICE. 


Progressive —- Up to Date — Typographically Perfect — it has 
few equals as a medium for LEGITIMATE ADVERTISING. 


It has a national circulation, but is especially strong in the West. 


Advertisers who Know 





say that it is a certain result bringer. 


Test It for Yourself ! 





The Housekeeper Corporation, Minneapolis, Minn. 


CHICAGO: NEW YORK: BOSTON: 
50YcE BUILDING. 401-2-3 TEMPLE Court. 64 FEDERAL ST. 
NV. J. KENNEDY Cc. E. ELLIS, FE. R. GRAVES 


in charge. Manager. in charge. 
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(This is Prize Article No. 2 of a series of five articles, for which the Vicke ry & Hill Co. paid 
Ill 


f 
$100, and which was awarded Mr. Wm. C. Hunter, Oak Park, 


“Patent Medicines.” 


Physicians are convenient 

ior city people. 

There are plenty of them—competition is keen, prices low, 
facilities for filling presc riptions excellent. 

These facts lessen the sale 

of patent medicines in cities. 

Country people do not have these c onveniences. 
Drugs are hi indled in many cases 

by general storekeepers. 

Country people do not have confidence in their mixtures. 
These folks are readers. 

If they have a disease, they read advertisements 
of medicines that c laim to cure their particular disease 
The country storekeeper keeps the medicine advertised. 
Country people buy patent medicines 

in preference to 

having prescriptions filled. 

It’s cheaper, 

and they have more faith. 

Country merchants do not substitute, 

not profitable to do so, 

sales of each remedy too small. 

in nearly every house in the country 

on the kitchen shelf 

you will find a row of medicine bottles. 

This shows they buy medicines. 

We believe and you believe 

the foregoing statements. 

How to reach country people ? 

That's the question. 

Several ways. 

The best one, however, is to 

advertise in the papers they read. 

That’s where we come in. 

Our guaranteed circulation for a year is 

19,000,000 copies 

wholly to country people 

The $150,000 annual advertising we carry 

is substantial evidence 

that advertising 

inthe Vickery & Hill List is profitable. 

Best way _ . el our readers 

isa trial * i 





then you ‘ll see results. 

Youcan’t reach country people with dailies. 
We are at your service 

You are as anxious to advertise 

in profitable mediums 

is the publisher is to get your advertising. 


VICKERY & HILL CO., 
AUGUSTA, ME., 
or, 
401=2-3 Temple Court, New York. 
Boyce Building, Chicago, IIIs. it: = 
64 Federal St., Boston, Mass. | 
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>[)AyTON, ono 


MORNING TIMES wt 
EVENING NEWS .# .¢ § 
WEEKLY TIMES-NEWS. 2 


are the leading home newspapers 
of their section, *& % % % 
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Combined Circulation x 


14,000 DAILY. ‘ 


They are made for and read in 
the majority of Dayton’s prosper- 
ous homes. me ee * »* 


os) 


Prices tor Advertising are reasonable. 
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Advertising 
Is Not a Lottery 


a 


A well-written advertisement 
of a first-class article in a well- 
made paper produces satisfactory . 
results. 

THE INDEPENDENT, of Helena, 
is the leading newspaper in Mon- 
tana. 6240 Daily and Sunday; 
3385 Weekly. 

H. D. LA COSTE, 
38 PARK Row, NEw York, 
Eastern Manager. 


| a 
IN THE HELENA 
INDEPENDENT. 
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38 Park Row, 
New York. 
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WE 
WANT 
YOU 


to become familiar with 
this building, as it sug- 
gests the best daily 
newspaper in Eastern 
Ohio—the one that has 
the largest guaranteed 
circulation, reaches the 
most homes, and will 
sell the most goods for 


an advertiser -- the 


srttettee 
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8400 Daily 
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Youngstown 


Vindicator 
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6000 Weekly 


TTT 1 


: 


Is a reliable medium, and an investment in its columns 


produces the best results. 


It tells the news in 


fashion, in a manner 


acceptable to the families of that lo ality. 


The 40,000 people in that city 


tomers, when 


are your possible cus- 


advertise in this paper. 


ADDRESS FOR 
INFORMATION : 


Ff. D. La Coste 
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CHORE OES 


: Che Pew York Evening me 
‘ ter ‘Sommer Resort Flavertising 
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E. N. Anable " C. Howe 


Westminster Hotel, New York Windsor Hotel, Rouse’s Point 


“All experienced hotel men= “I’ve spent $500 advertising 


J 
x 


BY. 






know the vaiue of the New York | the Windsor this season and it Sr] 
vg Evening Post. It is the favorite has paid well. The result of my NA 
«@, paper of 25,000 people who have | advertising in the New York so 
ample means, who travel, and Post alone would cover the en- NA 


patronize high-class hotels.” | tire appropriation.” 
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® Printers’ Ink z C. F. Wingate tat 
—the national authority on on Summer Resort Advertising #8 
Advertising bf in “Art in Advertising”’ Ve 


“The Evening Post has been, 7 “Several single advertisements @ 
Sf for several years, the best evening } have brought back fifty times Sle 
eth in America for Hotel Ad- their cost, not to say anything of 5 
Nf vertising, The advertiser who } the great indirect results which NZ 

will use but one evening paper = have followed. The largest re- g% 
e. New York City will, nine | turns have come from The se 
times in ten, act wisely in select- $ Evening Post, the Outlook, the Re 
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ing The Evening Post.” Nation, the Churchman.” ve 
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A Notable Record + The Special Rate om 
% of Summer Resort Advertising | for Summer Resort Advertising Ve 


“In four months, May, June, ] $ A special rate of 10 cents a Oe 
Ne July and August, 1890, The } line, each time, is made for Ma 
a: Post contained 77 col- f Summer Resort Advertisements §% 
s umns; in the corresponding four § inserted 26 times, every day or NA 
& months of 1895, 230 columns.” # every other day. % 
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THE MAIL 
- AND 
EXPRESS 











PRINTERS’ INK, 


IS THE 
STANDARD 
MEDIUM 
FOR 







Summer Resort * 
.... Advertising. « 


IT CIRCULATES LARGELY 


among the best class of people in New York and 
vicinity, and they are the most liberal patrons of Sum- 
mer Resorts. Hence the columns of this paper are so 
extensively used by summer resort hotel proprietors in 
which to make their announcements 


LAST SUMMER 


it printed 97,023 agate lines (242 4-5 columns) of Sum- 
mer Kesort Advertisements, a gain of 21,917 agate 


lines (77 2-5 columns) over the preceding summer, and 


MORE THAN PRINTED BY ANY OTHER NEW YORK 
NEWSPAPER (except one, which has a large Sunday 


issue) 


THE RATE 


for Summer Resort Advertising in THrE MAIL AND 
EXPRESS is IO cents per agate line when twenty-six or 
more insertions are ordered within a period of two 


months, or 15 cents per agate line when less than 
twenty-six insertions are ordered. MO EXTRA CHARGE 
FOR CUTS OR DISPLAY. 


FOR ADVERTISING 


PRIVATE SCHOOLS, the MAIL AND Express is 
easily the most advantageous paper to use. ‘The rates 
for this class of advertising are the same as those 
charged for Summer Resorts. 
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Label Red. 


For ‘Best ‘Results use old rollers in preference to new ones. 


Label Inks are the most deceptive of all grades of printing 
inks as to the quantity needed on a job, and very often the 
printer is at a loss, having consumed several times the quan- 
tity estimated. Reds are used more than any other color, 
and the prices range from 50 cents to $1 a pound. 

I sell a beautiful label red, in three-pound cans, for $1 a 
can, or in one hundred pound kegs for $25 a keg. Itisa 
beautiful cherry red, works clean, dries glossy, and goes much 
further than any label red on the market. It can be worked on 
white or manila paper with satisfactory results, and the sheets 
may be piled to any height without offsetting or sticking 
together. When worked over yellow ink, it shows up with 
a beautiful gloss, and looks equal to a coating of gloss varnish. 

One consumer, who has used thirteen hundred pounds of 
this ink within the past month, expresses himself as entirely 
satisfied with it. 

| sell a very fine Label Yellow, put up in one hundred 
pound kegs, for $20 a keg, and a high-gloss Label Black, put 
up in one hundred pound kegs, for $15 a keg, but I must 
always have the cash with the order. 

Address 


PRINTERS INK JONSON, 


8 Spruce Street, New York. 
‘ NOTE.—In working red ink, great care should } taken to keep it bright and fresh 
incolor. The fountain should be thoroughly clean, Old rollers give better results than 








Iresh ones. It would seem that the shrinl age du age and service renders the surface of 
the roller peculiarly suitable for working reds with best results, while new and soft rollers 
appear to absorb some of the brightness from a red ink and make it muddy in col r, even 


with frequent washings. 
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Advertising Medium : 
Of St. Louis, : 


and the favorite with local adver- 
tisers because its circulation is 
confined principally to the city 
and immediate suburbs and not 
scattered in distant States at 
points 600 miles away. 


FINANCIAL QUOTATIONS FROM NEW YORK 


By Special Wire daily TWELVE 
AHEAD of other St. Louis papers. 


~©)©— 


HOURS 


ADVERTISING RECORD for the six week-days ending } 


May 2d, gth, 


16th and 23d respectively. 


188 cols. 


ST. LOUIS STAR, 
° 140 


Republi 
Po t-Dis spal 


789 cols. 


135 


195 cols. 156 cols 
T45 


145 


Aon ay ea a s « ae 


For further particulars 


™® ASK EIKER, 


11 Tribune 


140.” 145 


132 126 


YOU KNOW HIM. ™ 


Bldg., NEW YORK. 
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To Convince 


Some people are—they generally ‘get the 
worst of it.” There is no argument so con- 
vincing as a_ bright, interesting and — 
illustr: ited card in the 


Street - Cars 


We can get up the convincing card 
and we control the best Street Cars. 












GEO. KISSAM & CO. 


253 BROADWAY, NEW YORK. 
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(AB 
The 
Dust. 
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We're all 
after it and 
3 the man who 








appreciates the drawing power of 
a well-written card attractively 


displayed in our... .... 


STREET CARS 


is bound to get plenty of gold dust 
in return. Send for our list... 


GEO. KISSAM & CO, 


253 BROADWAY, NEW YORK. 
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Bicycling 


is now A 
‘ i'w 
Universal. Sf> 
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There are many manufacturers. The 
principal ones exploit the merits of their 
machines on the 


BROOKLYN “L” 


Because it pays. Write us for rates. 


GEO. KISSAM & CO., 


35 SANDS ST., BROOKLYN. 
S. D. GARRETT, MANaaer. 
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WILL HE SPEAK? 


The whole American public are waiting. In this 
respect McKinley is different from : is 


Street Car Advertising 


That’s always talking up your goods—day and 
night—right where it’s sure to make an impression. 
Do you want the public to know about you or 


suess? 
guess: 


GEO. KISSAM & CO. 


253 Broadway, NEW YORK. 
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Don’t You~~ 


WANT TO 
GO TO 
EUROPE 
THIS YEAR? 


REASONABLY 
RELIABLY 
RESPECTABLY. 


Oa 


Well, you can accomplish it by joining 


’ the select Excursion of Mr. Ed. de La 


Cour’s, leaving New York June 27th. 


* Every place of interest will be visited. 


af 
For programme and details, address 


Mr. Ed, De La Cour, 








253 Broadway, New York. 
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Thirty Years of 


Active Business 


As general advertising agents have 
made our name and trade-mark the syn- 
onym of honest service. 

To-day we are if anything more active 
and better equipped than ever before. 

No other agency can give better service 
or get more value for customers through 
newspaper advertising. 

Business methods govern everything. 

Publishers acknowledge that there is no 
other agency so prompt in payment. 

This alone is a sure indication that the 
best business methods prevail at 


The Geo. P. Rowell Advertising Co., 
10 Spruce St., New York. 
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